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Let's Go'— Tans ~r Mien 


Give the Right of Way toa 
Change of (olor 


NEW control factor is coming in merchandising. 
Goods are being sold by the very weight of their 
presentation in windows and advertising by mer- 

chants. It has been found that if the season is right, 
and the past habits have been to accept at that time of 
the year a certain article, that the mass pressure by mer- 
chants can put the item over to the collective profit and 
prestige of all of the stores. 

Merchants are becoming calendar-minded to the ex- 
tent of pushing in a season a com- 


The hat people have gone through this experience of 
pushing the same thing at the same time, and have been 
very successful at it. Now is the chance for the shoe 
man to open up with a run of tans, and he is aided by 
the trend toward the wood and lighter shades in suits. 


COOPERATIVE movement to sell more men’s 
brown and tan shoes is already in full swing in 
New York, and is being well supported in Boston. 
Prominent retail merchants in both 





modity of general sale so that at 
the beginning of that season the 
public will accept, because of its 
mass mindedness, a volume of 
goods. Later they may select a dis- 
tinction of goods that means more 
novelty selection by merchants. 
The shoe trade is testing out in 
many cities this spring the plan of 
moving goods collectively. A great 
opportunity in that direction is 
possible in men’s shoes. A winter 
season strongly black comes to the 
sunshine line, dividing one season 
from another. If the merchants of 
this country during the month of. 
March will push through their 
windows, their advertising and 
store effort tan shoes for men they 
will create greater sales by the 
_.Mass-minded emotion produced. 











cities are featuring wood shades in 
men’s regular weights exclusively, 
and have promised to keep up the 
good work all through March. 

Men’s colored shoes have not 
been selling during the past few 
months in anywhere nearly as 
great proportions as makers and 
merchants would like, and it is 
feared that unless the masculine 
mind is educated to the idea of 
breaking away from black shoes 
that there will not only be heavy 
stocks of tans left on the market, 
but that the “block bogey” will 
rule the mode for the spring and 
summer of 1929. Hence the agi- 
tation. 

One merchant finds effective the 
suggestion, Something in the new 
wood shoes? This in addition to 
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making an exclusive show- 
ing of browns and tans in 
his men’s window. It is 
stated by men’s shoe styl- 
ists that the featuring of 
brown shoes during this 
month is quite in keeping 
with the prominence which 
haberdashers are giving to 
brown hats and clothes for 
day and the boys. 


HE calendar idea of 

showing leathers and 
colors in their season of 
greatest use would indi- 
cate that shades of tan 
should lighten as the sea- 
son progresses. Winter 
weights of tans in heavy 
leathers and Scotch grains 
are out of selling in 
springtime. Real summer 
weights are still three 
months away as a selling proposition at retail. 

Medium weights in medium light shades of tan have 
their place now. Slow up on blacks and push the tans. 
If a customer comes in asking for a black shoes, nat- 
urally you must show him what he calls for, but shoes 
come in pairs, and it is easy enough to put a black shoe 
one one foot and a tan on the other. 

One of the best showings of shoes for the inaugural 
at Washington was a window display with lefts and 
rights on the same last and pattern in the window. The 
idea was to show that the store had the double service 
of last, pattern and fit to the customer who wanted a 
shoe in black or tan. A bonus was given the salesman 
who sold two pair on the same last and fitting—one black 
and one tan. 

In opening up spring business remember the caution 
applicable to men’s shoes—you are not in business to 
sell price, you are in business to render a service to the 
consumer, and though price enters into every business, 
the further apart of their separation the better for the 
merchant to give the best that his store can offer. 

In the strategy of springtime salesmanship, R. R. 
Smith of Philadelphia says: ; 

“T think that talk about price is a bit misleading. We 
do not necessarily mean that $6.75 should not be talked 
about, if $6.75 can offer just a little more—if you can 
give a sound reason for that shoe being priced at $6.75 


Ye ee 


pease 


W. J. Kennedy, who went to Miami for the big 

fight, to get an idea of what the well dressed sport 

will wear in the greatest sports season ahead. He is 

one of the outstanding clothiers of the country and 
acts the part 
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or ten or even twenty dol- 
lars. I think you ought to 
talk about it. A man 
looks at a shoe in a win- 
dow and he wants to get 
the price of it. Men are 
timid, and they will not 
walk into a shoe store un- 
less they want a certain 
model and know that that 
shoe is $12.00. If there 
is no price on it, he might 
be worried about that and 
think you want $18.00, 
and he will be embar- 
rassed. 

Very often we put shoes 
in the window and delib- 
erately put a price tag on 
it of $25.00. We make a 
definite attempt to “ritz” 
our public. We want to 
show them we have shoes 
in there that nobody else 
has. But we cannot afford to keep that $25.00 shoe in 
there too long because people will walk along and say, 
“Those people have nothing but high priced shoes.” 
Next week we come right back with $8.75 shoes. We 
merely want to give the public an idea of the price 
shoe that we have; give him an idea of the price range. 


chs at 


WE: spend a good portion of our money in advertis- 
ing without even having a shoe in the ad. We are 
selling an emotional appeal. A man can walk into any 
other store in your town and find your shoes at $2.00 less. 
Maybe not the very same shoe, but he can find any shoe 
you have in your store for $2.00 less. 

And unless you can give him a very definite reason 
for trading at your store, he will go elsewhere. And 
that reason, more or less, will be an emotional reason. 
He likes the service. He likes the feeling that, when he 
comes in, this is a pair of So and So’s shoes and his 
friends will say he trades at a smart place. 

But there is that portion of your trade that wants to 
buy a shoe at a very reasonable price. He has got a 
budget. He holds his wife down to a certain amount 
in her expenditures, and she holds him down. She does 
not want him to spend over $8.00 on a pair of shoes. 
If he is going to look around, he is going to get that 
$8.00 shoe and he is not going to pay $10.00. So you 
have to appeal to him, as well as the man who wants to 
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buy the very finest shoe you have got. You cannot deny 
either one of them. But never try to sell a pair of shoes 
at $6.75 because they are the cheapest pair in town. The 
price hunter is always able to get it cheaper. 

One of the things that has helped to make this a more 
interesting men’s year in footwear has been the first 
sporting event of the year at Miami. The fight may 
not have been so very much, but as a spectacle and as an 
item of dress-up for men it was 100 per cent. There 
were more smart clothes worn in and around Miami by 
the men who came to see the fight than at any other 
sporting event in American history. 

Shoes of sports type were obvious all over Miami. 
Such an influence in sport attire has its importance, not 
because of the numbers present, but their influence on 
dress everywhere. This summer season will be one of 
sports expression by men, and its first showing will be 
in shoes. 


ERE is the styles report from Miami, obtained as 
the result of shoes sold for the big 
Aight : 

Tan calf, combined with white buckskin 
or tweed, is reported as leading in the sale 
of men’s high grade sport shoes, both here 
and in Palm Beach. One of the retail 
shoe merchants conducting stores at these 
points said recently that his findings at the 
first of the season, based on style experts’ 
Say-so’s, were for a fifty-fifty demand on 
black and white and tan and white, but 
that contrary to expectations, black and 
white has slipped from first position, and 


Summer weights for men and 
young men are being accepted by 
merchants the country over. The 
two pair here shown illustrate 
extreme novelties—dark blue kid. 
so dark as to be blue by day and 
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the wood shoes, in combination with white, have advanced 
to first position. 

Leather soles are the most popular numbers on these 
high grade sport numbers. The oxford type, with tip, 
is the favorite. Practically no plain toes are selling. 
Tips are perforated on many of the popular sports 
shoes ; pinkings are fairly heavy. 

To get the calendar idea into force as a method of 
merchandising, stores should start with tans in every 
window and in every advertisement all over the United 
States during the month of March. They will get the 
benefit of it pre-Easter and will carry on into April. 
Then comes the opportunity for the sale of sports foot- 
wear in whites and combinations, smoked horse and 
combinations. 

There is an opportunity this year to increase the sale 
of men’s shoes by stepping along with a national stride, 
first into the tan shoes, second into sport shoes, and then 
in June into the very light-weights. More men need 


more pairs of shoes this year than ever before. 


black by night, and white kid with 
tan trimmings, toe, quarter and 
binding. The effect of lightness 
in well balanced footwear stimu- 
lates a sharp change in shoes in 
mid-summer 
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(The customer—a middle-aged woman, beau- 
tifully but conservatively frocked, well known 
in the city, wealthy, active in society and 
charity, pleasant and agreeable in manner— 
enters the Children’s Shoe Department, where 
two men and a young woman are employed. 
One of the young men, noting her arrival and 
recognizing her, approaches.) 

SALESMAN—Good morning, Mrs. Barrett. 

CUSTOMER—Good morning. I have a letter from 
my daughter who asks me to have a pair of shoes for 
her little girl sent to her at her home in Fallsburg— 
another pair of the same kind she bought when she was 
visiting me here last autumn. I remember exactly what 
they were. A pair of little round-toe black oxfords; 
about size 11 A, I believe. She paid five dollars cash; 
I’m sure they weren’t charged to me that time. She 
wants another pair just like them. 

SALESMAN—(Finding some discrepancies in cus- 
tomer’s statements about color, size and price, realizes 
that he needs further information. Shall he ask the 
customer specific questions? No. For he desires to 
avoid even the appearance of controversy; and informa- 
tion from her, he fears, will be unreliable. He will first 
seek for facts in the office.) Have a seat, Mrs. Barrett. 
I will see if I can find a duplicate pair. Is it for the 
younger of her two children? 

CUSTOMER—Yes; for Doris, the little one. We 
didn’t buy shoes for the older girl that day. You didn’t 
have just what we wanted. You weren’t the salesman 
who sold the pair. That man over there sold them. 





Handling the 


e ustomer 


This is the first of a series of articles on 
how best to handle various types of cus- 
tomers. Mr. Johnson has arbitrarily di- 
vided all customers into four groups and 
around each one has built an entirely fic- 
titious but wholly logical, selling inci- 
dent. First in each article comes the 
story of the sale and then the analysis of 
the incident by the store’s director of 
education. The next article, in the issue 
of March 16, deals with “The Customer 
Who Desires Advice.” 





SALESMAN—(Goes to office and asks if any chil- 
dren’s shoes have been charged to Mrs. Barrett within 
the preceding few months. Finds that two pairs were 
charged in October, a 314 B oxford in black calfskin for 
Jane, the older girl, and a 12% B in a tan oxford at $4. 
for Doris, the younger. And the record shows that he 
himself was the salesman who made the sale. In this 
case, as may often be suspected when customers are 
cocksure of everything, this customer is mistaken about 
several details in the previous transaction. She is wrong 
about color, size, price, purchase paid for in cash, identity 
of salesperson and number of pairs bought. Fortified 
by his knowledge of the real facts in the case, the sales- 
man takes a duplicate pair of little tan calfskin oxfords 
from the stock shelving and carries them to the cus- 
tomer.) 

CUSTOMER—( Noticing that he has a pair of tan 
shoes in his hand, and not waiting for him to speak.) 
Oh! But I said black! My daughter doesn’t want tan. 
She bought black before, and she wants it again. 

SALESMAN—I am wondering, Mrs. Barrett, if you 
haven’t another pair of shoes in mind. The office has a 
record of the purchases your daughter made when she 
was visiting you last fall, for they were charged to your 
account. The pair of black oxfords she bought must 
have been for her older daughter Jane; but for Doris 
she selected a pair of tan oxfords. I remember you 
visited the store with her that day, for I was the sales- 
man who served you. I have just referred to the office 
record and this little tan oxford is an exact duplicate 
of the shoe your daughter had before—size 12% B, $4. 






March 9, 1929 


BOOT AND SHOE RECORDER 


A Case Study in Customer Types 


By O. K. JOHNSON 


who = I, ALL 


CUSTOMER—I know there must be some mistake 
in your record. I remember the facts distinctly. And 
I’m sure she paid more than four dollars for the shoes 
she bought. 

SALESMAN—Let me show you another shoe Mrs. 
Barrett. (Goes to stock shelving, returns with a dupli- 
cate of the black oxford chosen in October for the older 
daughter, and hands it to customer.) Isn’t this the shoe 
you are remembering? Unless I am quite mistaken, 
this is the style and size your daughter bought for Jane. 
Of course, I might have made an error in writing the 
sales ticket, and in that case the office record would be 
wrong. Let me make a suggestion. I have Doris’s size 
in both these styles. Suppose we send a pair of each to 
your daughter in Fallsburg, and then she can take either 
the tan or black as she prefers. Then, if we have made 
a mistake in our record, she will not be inconvenienced 
by any delay in our delivering the right kind of shoe to 
her, and she can return to us the pair she does not need. 

CUSTOMER—I could have taken my oath I was 
right about those shoes! But you say you waited on 
my daughter. If you are certain she bought tan 
shoes for Doris, never mind sending the black shoes. 
Just send the tan ones. 

SALESMAN—Very well. I’ll make sure that they 
go out in the parcel post this afternoon. But I am 
wondering about the size. Is Doris growing rather fast ? 
Or do you think she will want the same size shoes she 
put on five months ago? 

CUSTOMER—We all think she is growing rather 
rapidly. I really don’t know about the size. 

SALESMAN—If Doris were to come into the store 
today, I’d expect to fit her with a little larger shoe, about 
a 13 instead of a 12%; for her foot will have changed 
somewhat in five months. 

CUSTOMER—AIll right. Charge it to me. Send 
it to her. 

** * * 


The Store’s Director 
of Education Says: 


The clue to successfully handling a 
case like this is the attitude deliberately 
adopted by the salesperson when he 
finds his customer is of the “I 
Know It All” type, and there- 


——_ 


fore often likely to be mistaken or ignorant. The first 
inclination of the poor, inefficient salesman is to say to 
himself : 

“What’s the use? 
thing.” 

But the expert salesman says: 

“T’'ll just see if I can make this customer look at 
things my way.” 
The first obligation of the salesman is to himself. He 
owes it to his own good commonsense to refuse to allow 
his temper to become ruffled or to show any slightest | 
signs of resentment. Here the qualities of calmness and ’ 
patience are paramount. The very natural inclination to 
argue must be subdued, remembering the invariable 
rule—Whatever the circumstances, never argue with the 
customer. Keep in mind the thought that error or ignor- 
ance of the customer is only an incident, and that there 
is no reason why either should arouse intense emotion in 

the salesman. 

The case is a challenge to the exercise of tact. Instead 
of feeling it is necessary to try to correct the customer 
on every point where she is mistaken, the salesman will 
endeavor to overlook or ignore every issue which is not 
vital to his success in the selling procedure. He 
will address himself to the practice of his 
profession—the effort to dis- 
cover the customer’s exact 
need and to choose 
and present mer- 
chandise which will 
adequately satisfy 
that need. 


You can’t tell this customer any 
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Geiting More Shoes Sold Right 











Get the Price in Season 


HE shoes to be purchased in the next three months 

by the merchant will be the most for the value 
possible. It is an economic fact that advantages in 
material prices tend toward the increase of production, 
and the increased selection of new and “wanted” shoes 
by the merchant. 

The great error, however, is the tendency on the part 
of merchants to transmit every buying advantage direct- 
ly on to the public. Already the menace of lowering 
the “fixed-price” shoe stores is noted. There may be a 
buyer’s market in materials and production, but that’s 
no reason why the merchant should not enjoy the ad- 
vantages of a seller’s market to the public on styleful 
shoes. He must do something to hold up the level of 
prices, if for no other reason than to build up a reserve 
of profit in case the tariff automatically increases the 
price of shoes. 

[.et the merchant take advantage of his better selec- 
tions by holding up his retail price, for no division of the 
industry makes an adequate profit—we’re speaking in 
divisions—not in individual exceptions. He must profit 
first—the rest naturally follow. 

The months of March, April, May and June are the 
best selling months of the year. When people want 
shoes they will pay the price for the types of shoes they 
want. 

There are other times of the year when the bait of 
price can be used to get turnover of pairs, but in the 
months just ahead get the price. 
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Hungry for Shoes 


HAT we have to do in the next three months is 

stimulate the functions of public desire, and the 
merchant must learn to put into his window, his adver- 
tising and his selection of shoes those elements that de- 
velop a hunger for new and pretty shoes on the part of 
the public. That’s the big job from now on. 

When the merchants cooperate and all of them put 
in window displays of tan shoes at the same time, and 
with the same thought in mind to sell more tans and 
less blacks, it is a good thing for business. Every extra 
pair sold by such stimulation is really an extra profit 
over the actual utility shoes that might be needed. 

A critic recently said, “Why do you advocate whites 
after past experiences of the industry with them?” We 
advocate whites because they are the logical shoes of 
distinctive mid-summer wear the country over. By the 
same token we advocate whites and light sun shades to 
give distinction to the white costume, a spring run of 
grays, because that is the only time of the year when 
there is any feminine desire for them, a continued use 
of blue, a style use of red and green, and we stand 
ready to advocate every new color and material that are 
pretty and practical. 

Unless you develop a hunger and desire on the part 
of women for new and pretty shoes, there is no profit 
in the shoe business. 

Without the stimulants of these new colors in a season 
that has no radically new or outstanding pattern inno- 
vation there would be a falling off in total number of 
pairs sold. As it is today, the women of this country 
have enough black, beige and brown shoes in their ward- 
robes to go without shoes for a season at least. 

The thing to do is to intrigue the customer into a look 
at the window, an inspection of the shoes over the fitting 
stool, with the result of a follow-up purchase. 

It is the best strategy in the world to feed the public 
new and pretty shoes in the spring and summer. In 
those seasons the people have the money for dress and 
adornment. It is easier to get the public to spend money 
at the seasons of the year for dress items. 

The new things must be pushed under the public eye, 
so that the appeal of the season can operate. 

We are in for the greatest sport season that America 
has ever known. Sun-burn and outdoors are real fac- 
tors in fashion. It is absolutely certain that the shoe 
stores of this country are short on wanted, styleful, 
colorful merchandise. It is true that there are immense 
stocks of shoes held in stores and warehouses that are 
a source of worry, because each day causes them to re- 
treat further and further away from the consumer's 
dollar. 

There will be plenty of dump sales this spring in the 
hopes of moving these shoes because of their utility, 
but it is the wrong season of the year, for women, men 
and children want to appear at their best in springtime, 
and the shoe wanted commands a price, whereas the shoe 
unwanted is almost forever unsalable. 
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Fixed Price Danger 


HEN by legislative enactment prices can be auto- 
matically increased, without the consent of the 
trade or the acceptance of the public, what is to be done? 
It is pretty certain that if shoes increase thirty cents 

a pair because of the tariff on hides that that amount 
can not be absorbed in increased efficiencies and a greater 
acceptance of pairs per person, per store, per factory. 
The increased cost has got to be passed on to the public. 

What will happen then to the fixed price shoe store 
that has poured money into window, store and news- 
paper advertising, and has measured its business by 
price, rather than by selection? 

Forty per cent of the people of the United States are 
buying on price. At least that is what various business 
experts tell us. It is a serious indictment of the inde- 
pendent retail merchant who for years has stocked 
quality goods. 

The main reason why so many people are “price 
buyers” is that the public has been consistently and sys- 
tematically educated on price. It has received compara- 
tively little education on values. Despite the fact that 
the basic buying instinct of most people is to “get their 
money’s worth,” they know more about price than they 
do about worth. As a result, in many cases, they buy 
on price and take value for granted. 

True—some people do buy on price from necessity. 
Today, they are greatly in the minority. The majority 
of the people buy some things on price and other things 
on a quality basis. Very 
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to get anywhere, the only way to do it is on foot. Fore- 
ing the public to their feet by the very congestion of 
civilization is an aid to foot interest. 

Shoe fitting, therefore, becomes an actual necessity— 
not the haphazard chance that the right shoe is in the 
stock, and the foot will get into the right volume of 
space encompassed by leather. 

Some of the apartment houses are also fighting the 
shoe man’s battle. For example: one uses a sizeable ad in 
the newspapers: “Fight the transit dragon with a walk- 
ing stick. Leave your door at ten of nine—armed with 
a walking stick and a pair of rubber heels. The 
Buchanan is only six short blocks from the Grand 
Central—or a few minutes’ walk from almost any part 
of the midtown section.” 

The great success of Tudor City in New York is be- 
cause of its proximity to the office area. 

In the new craze for health—sunlight and fresh air 
—reflected in the fashion for tanned skins, there is a 
tremendous impetus to all sorts of out-door activities. 
We can’t all play tennis or chase the elusive little golf 
ball all over the back pastures, and we can’t all take long 
vacations at the sea side or in the mountains, but there 
isn’t any restriction on what doctors say is the best exer- 
cise of all—walking. Thousands of physicians are now 
advising their clients to do more walking and the cult 
of walking is bound to grow. 

Manufacturers of walking sticks tell us that their 
business is increasing. Men don’t carry walking sticks 
while riding around. They are carried when walking. 

Locomotion by means of 





few people buy all their 
needs on price. 


one’s own feet is becom- 
ing fashionable again. 
There are helps to the 


Forced to 
Feet 


HIS theory of walk- 

ing has got some- 
thing in it. So many 
comments have come to 
us from recent articles 
on the passing out of the 
function of locomotion 
by feet that we sense all 
over the country a re- 
vival of interest in what 
might be a trite and 
hackneyed saying, 
“Walk and Be Healthy.” 
It is absolutely so, and 
many a merchant is prov- 
ing himself a pretty good 
friend to the public by 
advocating walking to 
and from work, and in 
going places. In con- 
gested cities if you want 





The Reason Why 


P. LUDEBUEHL & SON 
Pittsburgh, Pa. 


For about twenty years the Boot aNpD SHOE 
REcoRDER has made its regular weekly visit to our 
desk. Naturally there is only one reason why we 
should be subscribers for so long a time. It is an 
interesting paper for the shoe retailer and its facts 
are presented in a concise and short manner. 

Yours very truly, 
(Signed) P. LUDEBUEHL & SON. 


P. Ludebuehl & Son have built their success 
on @ foundation of correct decisions. They have 
bought the right amount of merchandise in the 
right style. They have correctly solved the prob- 
lems with which they have been faced. Experi- 
ence has taught them whom and what to trust. 
That they have subscribed to and read the Boot 
AND SHOE RecorpeR for 20 years, therefore, can- 
not be considered a mere coincidence. 


President. 








art of walking and we 
are not entirely pessim- 
ists on feet and their 
functioning. The hoof 
period is still distant, 
but only because the 
warnings of health are 
being heard. 

The shoe man steps 
into greater prominence 
and effectiveness when 
shoes are worn for 
walking. Adornment 
shoes as such are all 
right for the automobile, 
the party and the night 
club—but the physical 
function of walking 
necessitates better shoes 
and better fitting, and 
incidentally gives to the 
merchant better profits 
and better opportunities. 
Now is the time to 
seize them. 
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un- LAN COLORS go|( 


Women of Oklahoma, Texas 


and Loutstana Accept New 


Light Shades with Enthusiasm—Lido Sand First 
Choice of Big Majority 


LL the way from Ardmore, Okla., 
through Dallas and _ Fort 
Albuquerque, N. Mex., and back to 
. San, Antonio;, through Houston and 
finishing at New Orleans, successful 


shoe merchants are shouting that the 
outstanding shades for Spring are 


store including the parchment colors.” 


Sons Blan i che j Paul’s, San Antonio store, has this to 


Worth, Tex.; thence across to Sumit et say: 


“Red with us is more or less staple.” 
Other merchants do not emphasize red 
as strongly but, in volume grades, it 
will occupy an important position. 
When higher grade operators were 
questioned no encouragement for red 





those that have found their place in 
the sun. Sun-tan, Sun-burn and Lido 
Sand have been unanimously endorsed 
. by those operators of the South whose 
names are synonymous with style and 
success. Merchants seeking a name 
other than those just mentioned have 
quenched their desire with Champagne 





Bhs 
iis 
oh uit 


was given, but mention was made of 
blue, which received the endorsement 
of outstanding stores. French blue or 
powder blue was the preferred shade. 

“We've re-ordered three times on a 
smart pattern of French blue,” said 
Walter B. Taylor of Fort Worth. 
J. E. Hamilton of Ardmore, Okla., 








(a color), a shade in the beige field 
‘ having yellow as its base. 

First choice of every merchant questioned—from top 
grade stores in thriving cities to small operators in 
hamlets—was Lido Sand, the term which was more 
familiar than Sun-Tan. Shoes of these shades have 
already found customer acceptance. 

Leaving the field of color mentioned above, a distinct 
gap exists between high and popular priced footwear. 
The popular priced field chooses red and predicts a 
heavy volume for this fiery shade. 

W. G. Melendres, Star Shoe Store, Albuquerque, 
N. Mex., says that “red will outsell anything in our 


The Sun-Tan shades, this survey 


says that in his business, “blue will 
divide the honors with red.” C. A. Kessler, buyer for 
the Associated Stores of Texas, says “French blue will 
precede red in the demand.” 

Green received little recognition.as a factor in the 
color program. Pastel shades were discussed but there 
was a diversification of opinion regarding the wanted 
shades. These hues were generally associated with 
fabrics for Summer selling. 

Patent leather received complete approval as the ma- 
terial which women will adopt as a relief style trend 
after they weary of color. 











~~ —_ * 


shows, do not play as prominent a part 
in the volume grades as in the higher 
priced range. Operators of stores ca- 
tering to the $5 and $6 group of pur- 
chasers, are selling lots of fiery red, 
for one thing. Black is expected to 
follow colors and black, in turn, may 
logically be expected to give way to 
white. This last prediction goes for 
all grades 
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Bill Harris of Washer Bros., Fort Worth, says: “Do 
not overlook black, and the possibility of obtaining. extra 
pair sales by having black shoes after Easter. Kid, 
patent and satin. Patent may be lightly piped with 
white.” 

J. F. Stuckey, buyer for Padgett’s, operating five 
stores, says: 





HM 
x 





” 


“Forty per cent of our business will be patent. 
Harold Volk of Volk Bros., Dallas: “‘Patents have been 
selling and we will continue to sell this material.” 

R. D. Chasteen, Imperial Shoe Store, Beaumont, Tex. : 
“Patent has been good right along and we look for it 
to hold, with some improvement.” 

The volume of patent will be greater in the popular 
priced stores. Whites are also on the map, these mer- 
chants say, but those who have bought them have con- 
fined their purchases to patterns which involve no style 
risk. 

New Orleans displayed more enthusiasm for whites 
than other sections but no merchant would go on record 
as pronouncing them an outstanding vogue for Sum- 
mer. Albert Wachenheim, Imperial Shoe Co., New 
Orleans, says: “Whites will sell as they always have, 
but we don’t look for any increase over last year’s 
volume.” 

A. J. Mathews, Hanan & Son, New Orleans: “We 
look for good white business—occupying second posi- 
tion in the demand.” 

In popular priced shoes fabrics are being shown in 








many colors and in modernistic designs. Colors run 
riot in certain grades, particularly in the $6 field. Other 
merchants have adopted the solid shades of color in 
crepes and other types of silk materials. 

Phil A. Schiro of New Orleans says he has played 
crepes in many colors and believes they will be out- 
standing for Summer. 

Geo. Baum, Big 4 Shoe Store, Corsicana, Tex.: “I 
look for Rhapsody crepe to be the surpirse material in 
the fabric field.” 

W. C. Allen, Masion Blanche, New Orleans: “Fabrics 
are coming into play and with the increased price of 
leather we must pay more attention to them.” 

Woven sandals will play an important role in the sell- 
ing, as every merchant interviewed admitted that he had 
bought them, in many instances, in substantial quanti- 
ties. They are being featured in the South. 

The Guarantee, San Antonio, displayed a great va- 
riety devoting an entire window to sandals. 

Geo. Baum, Corsicana, Tex., says: “I’m playing fifteen 
styles and they are moving out rapidly.” 

R. B. Gallegly, H. H. Holmes. New Orleans: “We 
look for a big season on woven sandals.” Fred Sullivan, 
Guarantee Shoe Co., San Antonio: “We’re playing some 
sports types in high-grade shoes that are interlaced, 
which we believe will be good.” 

Operators in the 
South mention a 
slight narrowing 
of the toe in better 
priced footwear. 
Six dollar stores 
have also sensed 
a changing de- 
mand. 

Heels are most 
frequently in the 
18/8 height with 
the demand for 
14/8 and 16/8 box 
types showing a 
gain. 
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Selling the Line to the 
Salesmen 


ALLAS, TEX.—One cold snowy 

morning in late February I had 
the privilege of listening in to one of 
the famous Volk store meetings. Har- 
old Volk had the stage all set with a 
showing of all the lines of the women’s 
spring shoes strung along the top floor 
sample room. Previous to the discus- 
sion of the line, Mr. Volk caused the 
50 odd women’s salesmen to go into 
a huddle with him. The reason for the 
meeting was thus explained: 

“As you fellows know, our stock is 
the cleanest it has ever been. What the 
sale did not clean out, the job lot men 
did, so there is not a pair of old shoes 
on the shelves. Looking ahead as we 
do, there are always a bunch of shoes 
we want to show first for various 
reasons. This applies particularly to 
the shoes having a risky style appeal, 
shoes which we knew when we bought 
them to sell at $15 and better, that they 
would be copied in the cheaper grades 
in a few weeks, hence the need for im- 
mediate action. 

“We want at least one shoe of this 
group shown to every customer. The 
man who makes the largest number of 
sales is often the worst salesman, if his 
sales of P. M. shoes and shoes we want 
to push are low in comparison. The 
man who sells just the easy stuff has 
a demoralizing influence on the whole 
organization. One good point in sales- 
manship is t@ sell your P. M. shoe to 
your customer before you show it to 
her. Tell her, ‘I know one good shoe 
that I am sure that you will want. 
This ‘shoe has been selling awfully 
good, but I am not quite sure whether 





Key Rings for Men 


ROANOKE, VA.—The Propst- 

Childress Shoe Co. gives away 
a registered key ring to all the 
men customers. The marker is in 
the shape of a man’s oxford. It 
carries the name of the store, to- 
gether with a request that the 
finder return it to the store. On 
the reverse side is the consecutive 
number which serves as the iden- 
tification mark. 











we have your size left or not.’ This 
is building .up a desire for the shoe. 
Further interest is opened up by telling 
of the use of that particular shoe, as 
to how it will fit in with her wardrobe. 
Before telling a customer all this you 
must be sure that you have her size 
and know that the shoe that you are 
going to show her will really meet her 
requirements. 

“Women will value your merchandise 
in precisely the same manner that you 
do. The way you handle and present 
your shoes, tells her exactly what you 
think of them. On all delicate shoes. 
I want you to pass them to the cus- 
tomer on a piece of clean, white, fresh 
tissue paper. 

“You men can’t put in too much time 
in going over stock. You should go 
over it at least once a day. A stock 
as big as this is always changing. You 
know the new shoes as they come in 
but you don’t always know the old ones 
when they go out, or get broken. When 


you are busy you must know every shoe 
in the house. You don’t want to waste 
your time finding out what sizes are on 
each line or what the lines are, or how 
the various patterns fit. The best of 
us sometimes get into a rut and forget 
half the stock. Sales that are saved 
by the turnover men are usually made 
on the shoes that the other fellow has 
forgotten about. 

“The reason for getting you together 
is to give you all the advance dope 
about the shoes on the shelves and those 
coming, that we have been able to col- 
lect. It is just the same as though you 
went to market yourself. The man who 
knows what we have and the style 
value of it, what we are going to have 
and the reason for its addition to the 
line, has a big edge over the man who 
doesn’t know all these things.” 

** * 


Selling Polishes by 


Demonstration 


HICAGO, ILL.—There is no bet- 

ter method of selling than by 
demonstration. There probably never 
will be. That, at least, is the ‘convic- 
tion of the shoe department people in 
Frank’s Department Store on West 
79h Street, Chicago, where, in order 
to introduce La France shoe creams 
and La France dye polishes, free 
shines were given to one and all for 
two days recently. The demonstra- 
tions were made by an experienced 
shoe shiner, brilliantly uniformed. 
Was it successful? Well, store rec- 
ords show that 96 per cent of the peo- 
ple who availed themselves of the op- 
portunity bought either the cream or 
the polish before leaving the depart- 
ment. 
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How A Real Chain Buys 
and Sells 


TLANTA, GA.—Other People’s 
Ideas relative to many phases of 
conducting independent shoe _ stores 
have been given under this heading. 
Now for a change. A chain store man 
by the name of Hubert Steele, who 
sells a whale of an amount of fast 
shoes to the girls of the South at $4.50, 
tells some of his reasons for doing cer- 
tain things. The secret of the success 
of The College Shops, which he and his 
brothers operate, is based on ideas they 
have adapted from the chain grocery 
stores. “These stores,” according to 
Steele, “have come out flat-footed as 
chain stores and have sold the public 
on the basis of savings effected by their 
methods. They are educating the peo- 
ple, too, to pay cash. 

“The grocery chains take green coun- 
try boys and develop them according 
to their own ideas. Now in our case, 
when we closed out the All America 
shoe stores, green clerks sold shoes 
which our regular men were afraid to 
show. Salaries in our stores are reg- 
ulated by the number of pairs a man 
sells, consequently a week or two of 
poor business does not hurt us very 
much. A poor salesman eliminates 
himself from the payroll because he 
can’t eat unless he produces. 

“These stores of ours are run on an 
80-style basis. That is, we keep 80 
styles in each store all the time. They 
are divided as follows: 15 styles of 
window shoes, meaning dangerous 
novelties bought in the heart sizes; 25 
staple styles, which will be good from 
six months to a year; 40 fancy shoes 
of the in-and-out variety, shoes which 
are considered fairly safe but will never 
be bought again. By this merchandis- 
ing program, only half of the stock is 
risky. 

“A shoe store loses more business 
through lack of sizes than through lack 
of styles, any way you reckon it. 
Every one of those 25 staple styles are 
kept thoroughly sized up every day in 
the year. This very thing has reduced 
our walk-outs by 75 per cent. If a 
woman asks for some popular shoe, 
good salesmanship will sell her seven 
out of ten times, if we have her size 
and the heel she wants, even though we 
don’t have her size in the style she 
asks for. Patterns and colors may be 
switched, but very seldom can a cus- 
tomer who wears and wants a box heel, 
be sold a spike heel or vise versa. 

“What we consider staples would be 
regarded in many stores as dangerous 
high style affairs. We have found that 
women do not want to buy staple num- 
bers at a sale. They just don’t appre- 
ciate them. Neither do they like to 
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This Stunt Used To Be Good 


HE man who sent 

this to us says 
he believes it to be the 
very first mewspaper 
advertisement of an 
American shoe store. 
It appeared in the old 
New York Gasette in 
the year 1765. John 
Milligan could not be 
considered a modern 
merchant in any way, 
shape or form, but he 
had grasped one great 
merchandising principle 


—<do something to get ’em inside the store. Modern merchants cut the price on 
one style and call it a good idea, but John had them all licked for originality. 
He knew in advance that most of the population would be there. 


have their neighbors buy the same shoe 
that they buy for less money. Sales, 
however, on strictly style merchandise, 
are necessary to insure a perfectly clean 
stock. 

“Chain grocery stores will have two 
good brands of canned salmon. They 
won't carry five brands to satisfy one 
occasional customer. Why should we 
carry five kinds of patent box heel strap 
pumps when two will do the work? 
The old-type storekeeper carries his five 
or more brands, but he sells only two. 
The sad part of this is that he does 
not know, and thinks he is selling all 
five. Then the chain store, automobiles 
and what not are blamed for driving 
him out of business. 

“Two shoes of a trend is enough. If 
the shoe is right, and there are plenty 
of sizes on the shelves, more sales can 
be made from the two than from 
twenty-two scattered styles. Any 
woman who can be sold, will be sold 
from a stock of two good fitting, cor- 
rectly styled patterns, which are per- 
fectly sized, much quicker and easier, 
than from a stock of a dozen shoes, 
none of which are fully sized. Our 
losses due to walk-outs on the two-line 
policy are less than 10 per cent, but 
our financial gains from a clean stock 
and from speedy selling, offset that loss 
five times over. Whatever we carry, 
neither we nor anyone else could hope 
to sell every person that enters the 
store. It is «cheaper to lose an occa- 
sional unprofitable customer, than to try 
to carry everything and in the final 
analysis have nothing. 

“In our grades, women flock to cer- 
tain particular types. The young girls 
like to copy and to be copied. This is 
entirely different from the high grade 
trade. A curious quirk in the makeup 
of our customers, tracable to their de- 


gree of mentality, makes these little 
girls like to see plenty of their kind of 
shoes on the street. When they do, 
they sure know that they are right, too.” 


* * 8 


Increasing Sales of Chil- 
dren’s Shoes 


HATTANOOGA, TENN.—While 

the women’s shoe business in the 
Miller Store showed a good fair in- 
crease the past year, the greatest per- 
centage of gain was made in the selling 
of children’s shoes. Nothing unusual 
was done here, W. W. Fulford says, 
except to pay very careful attention to 
the fitting service, give an occasional 
toy and to merchandise the stock quite 
carefully. 

Fulford has a seven-year-old girl of 
his own, so knows the futility of trying 
to put anything over on youngsters in 
general. He believes that no customer 
coming into his department is more 
sensitive to good shoes, well fitted, than 
is achild. The rule of “No fit, no sale” 
is strictly enforced here. Plenty of 
good reasons, I should say, for the de- 
served good showing. 

All inventories here are kept at retail 
prices, as is common in most progres- 
sive stores. For the purpose of de- 
terming if the mark-ups and mark- 
downs agree with the office records and 
to readjust the retail prices often, a 
monthly physical inventory is taken. 
This monthly readjustment of prices is 
necessary so that the stock may be kept 
in a liquid shape. It is almost needless 
to say that quick action is taken on 
those lines that do not appear to be in 
a healthy state at each stocktaking, so 
the stock is cleared once a month, in- 
stead of the customary twice a year. 








BOOT AND 


SHOE RECORDER 


March 9, 1929 


This window won the 1928 prize in the Arnold Glove Grip contest for towns 
with a population of 15,000 to 50,000 


Out of Doors “ue Window 


Selling Shoes by Picturing Their Use 


By R. H. WILLIAMS 


increase in out-of-doors activity. Therefore, why 

not get the feeling of the out of doors into the 
window-trims suggestive of the uses to which your 
shoes are to be put? In theory this is old stuff. In 
practice, however, it is not so frequently seen. 

“We are firmly convinced,” says one merchant, ‘‘that 
about the time we have our spring opening every year, 
the average person is very tired of winter and eagerly 
grabs at everything which helps to make him feel that 
winter is over. That’s why an outdoor touch in our 
show windows during the spring or just before spring 
arrives, is so very effective in creating more business.” 

But just how ran retail shoe merchants get this desir- 
able outdoor touch into their window displays? 

It isn’t so difficult. For instance, the Arthur Caddel 
Company of Paris, Tex., of which store H. D. Lollar 
is the display manager, won the first prize in the 1928 
Arnold Glove Grip shoe window display contest for 
towns between 15,000 and 50,000 in size, which got the 
outdoor touch into the window very interestingly indeed. 


s PRING will bring with it, of course, an enormous 


In this display there was a representation of a little strip 
of walk in the foreground with two figures standing on 
the walk. At the left of the window was a little boy 
looking at a representation of a show window at the rear. 
In this miniature show window was a very attractive 
display of shoes. Then at the right on the walk was 
the figure of an adult man standing beside the repre- 
sentation of an outdoor sign. 

An outdoor touch, too, can be easily got into the dis- 
play by staging a showing of many of the outdoor 
activities in which average people will engage and then 
showing beside such articles the sort of shoes appropri- 
ate for use in the indicated activities. 

For instance, in such a display there can be.a golf bag, 
tennis racquet, miniature airplane, miniature automobile, 
swimming picture, baseball glove and ball, picture of an 
out-door dancing pavilion and so on and so forth. And 
beside each of these there can be a display of shoes 
appropriate to that sort of activity. 

Such a display is bound to get a great deal of attention 
from passersby because it looks interesting and “sum- 

[TURN TO PAGE 80, PLEASE] 
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45% 
More 


On the Selling Price Is 
Mark-up in New Foot 
Saver Shops Just Opened 
on ‘fifth cAu.nue, New 


Solid black and silver in modern- 
istic effect make the store front York 
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Beautifully grained walnut ts 
used for these side wall panels 


of less than 45 per cent on the selling price shoe store service possible. On this basis we are entitled 
and many of them will be marked even to an extra long mark-up on our shoes.” 
With these words Herbert Lape of the Julian Incidentally, the prices established are $12.50, $14.50. 


Nc a shoe in this shop will bear a mark-up unique in atmosphere and the highest grade of retail 


higher.” 
& Kokenge Co. explained 
the price policy that has 
been adopted for the first 
Foot Saver store to be 
opened directly by the 
company. This new es- 


tablishment, a paragon 
of modernistic decora- 
tive treatment, opened 
late last week on famous 
Fifth Avenue, New 
York, between Forty- 
seventh and Forty-eighth 
Streets. 

“While this store has 
been established primar- 
ily for style contact and 
prestige,” said Mr. Lape, 
“we intend to make a 
profit out of it. We are 
not going to cut prices. 
In fact, we are getting 
more for many of the 
Foot Saver numbers 
than our dealers in other 
stores are asking for the 
same numbers. We are 
giving our Fifth Avenue 
customers something 


Above—The store as 

seen from the front 

entrance, the hosiery 

department being at 
the right 





$16.50 and $18.50. The 
size range runs from 
4 AAAA to 10 E 
Black marble, silver anc 
etched glass make the 
front of this new store 
Inside, walnut paneling 
in modernistic treatment, 
silver and black, with a 
faint orchid touch to the 
ceiling, a beige and 
brown carpeting and 
chairs in modernistic up- 
holstering give a unique 
atmosphere. A compact 
and unusual hosiery de- 
partment is at the right. 

All stock is carried in 
a stockroom at the rear, 
with reserve stock in the 
basement. 

All salesmen are ex- 
pert foot fitters. Fitting 
shoes too short gets a 
warning the first time, 
and a walking ticket the 
second. Every customer 
is right, no matter what 
her complaint may be. 


Below—Open display 
case opposite the ho- 
siery department. 
Note the paneling and 
recessed lights 
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Practical Cooperation ‘Theme a 
Michigan Convention 


E reorganization of the Michigan Retail Shoe 

Dealers Association effected during the N. S. R. 

A. gathering in Chicago in January held its first 

State convention at Lansing March 6 at the headquarters 

of the Michigan Shoe Dealers Mutual Fire Insurance 

Company. The discussion of vitally important present- 

day shoe merchandising problems permeated all sessions 
of the convention. 

Practical proven plans of combatting mass selling com- 
petition were described in detail by James Wilson, State 
representative, speaking on the subject, “The Home 
Owned Store.” Representative Wilson told of the move- 
ment in Kalamazoo in which grocers, butchers, druggists, 
hardware dealers and retailers in other branches of retail 
selling were organized because of a common interest 
which happened to start through the baking field by the 
introduction in Kalamazoo of a brand of Chicago baked 
bread, which for the purpose of preliminary advertis- 
ing, was distributed without charge from house to house, 
completely supplanting the sale of local bakery products 
and thereby arousing local merchants to the menace of 
such mass selling supplanting home-owned stores in 
various lines. He described an advertising campaign 
covering three months in Kalamazoo papers acquainting 
the purchasing public with the advantages of service and 
community activities established and maintained through 
the conduct of home-owned stores. An even greater 
measure of progress was effected, Mr. Wilson stated, 
through the maintenance of a speakers’ bureau which 
resulted in educational addresses being delivered before 
Parent-Teachers’ associations, Rotarian and other lunch 
clubs and organizations in the outlying agricultural dis- 
tricts- in the Kalamazoo trading area. The immediate 
concrete result in this particular case in the bakery 
field was the withdrawal of the foreign factor which at 
one time had distributed five truck loads of bread daily 
in and around the city. The more far-reaching results 
which Mr. Wilson described included definite action on 
the part of local merchants to learn and employ the more 
modern merchandising methods of nationally organized 
distributors of merchandise and a much closer inter- 
buying movement among local merchants, who associated 
in tae home-owned stores movement, became more ap- 
preciative of the selling problems of their fellow mer- 
chants in other lines, thereby governing themselves ac- 
cordingly both in their personal purchasing and in the 
recommendations to their customers. 

He further described the extent to which some 250 
retail merchants of Pittsburgh have formed a similar 





organization of independent stores and are successfully 
conducting it, thus showing by practical operation that 
this plan can be applied to the so-called metropolitan 
centers as well as being operative at smaller points. 

Secretary E. H. Davis of Davis Brothers, Lansing, 
delivered a meaty address on stock control. 

O. R. Jenkins, Assistant Secretary and Treasurer, 
from the headquarters of the Michigan Retail Dealers 
Association, talked at the Wednesday morning session 
from practical angles, and in shoe trade terms which 
demonstrated his long-time acquaintance with the foot- 
wear field from the inside. 

J. H. Timmons of Grand Rapids responded to Presi- 
dent Pond’s invitation to discuss the decline in pairage 
in the men’s shoe business. Mr. Timmons stressed pri- 
marily the necessity of shoemen themselves practising 


what they preached. 


E stated that he was absolutely convinced that more 

pairs of men’s shoes can be sold from the health 
standpoint than from the style viewpoint, and described 
the highly hygienic practice of men wearing at least three 
pairs of shoes alternately, keeping one pair at home, a 
second pair at a convenient shine stand and the third 
pair’ in use. He described the practice pursued in his 
store through his salespeople of drawing men customers’ 
attention to the contrast between changing stockings daily 
as against wearing shoes sixteen hours a day for a six 
months’ period. 

The most practically profitable session of the Lansing 
meeting was the round table discussion of shoe store 
problems conducted by President Pond and Secretary 
Davis, with thirty retailers from a dozen Michigan cities 
exchanging business ideas. 

State Congressman Miles M. Callahan of Reed City 
outlined his bill introduced in the State Legislature aimed 
to curb chain stores by imposing a tax on all retail stores 
ranging from $1 annually on the first establishment and 
increasing by a sliding scale to $250 per store where six 
or more stores are conducted by one retailer. 

Vice-President J. E. Wilson of Detroit delivered an 
interesting talk on the advantages of prompting men to 
dress up through exerting an appeal through their family 
and feminine friends. 

James H. Stone, manager of the National Shoe Re- 
tailers Association, presented the case for the national - 
organization. Charles Coon of Owosso gave a lot of 
practical pointers on merchandising in a smaller city, 
under the caption, “The Small Store.” 
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bela FIGHT PRICE? “HOOK UP” WITH EXCELSIOR 


A GOOD LUCK COIN 
with Every Pair 


oat Ne. X 469. Boys’ Black Veal Blucher Oxford. Armstrong 
box. Lasse match eyelets. Price, $2.75. 
varhrt Ee Same as above, in Medium Shade Brown 


ice, 
Ne. X Pt. Same as Style No. X 469, in Gents’. Price. 


Style Ne. X 178. Same as above, in Medium Shade Brown Vea! 
Price, $2.35. 
Above styles carried in stock in C and D widths 


' Medium Shade Brown Calf Bilucher 
. Match evelets. Price, $3.35. 


Bal Oxford. 
in, Bleck Ce ePrice $3.35. 
, on Uneds) last. 


Ne. $ 376 ee Oe ee ee. oe 
cork box. eyelets. Leather heel. 
Ne. & woe’ ete on BUDDY. lust. 
heel. itch eyelets. Price, $2.75. 


D widths. Gents’, sizes, 9 to 13%. 
sted. 


B-C- 
tha, unless otherwise 





EXCELSIOR MEDAL, SHOES ARE 


WHY? 


You have the advantage of clever smart styles, 
combined with a volume price based on 5000 pairs 
of a style, and cost figured to match. 


HERE THEY ARE 


ou Ne. & 358. Boys’ Sport Bal Oxford. Smoked elk with 
brown apron age woe fe Armatrong cork box. Crepe 


. Same as above, tn Gents’, on UNCAS ‘ast 
Price, $3. 35. 


Blucher Lace-to-Toe Oxford 
um brown calf trimmings. Crepe 
heel Brass eyelets. Price, $3.1 

“s hang Same as above. in Gents’, on BORRBY 
S last. Price. $2.65. 


le Ne. & te ~ Boys’ 
medi’ 


Se 0, Baz egt Meee meee Geet. Bo 
8 elk vamp in 
eyelets. ane rubber sole and heel. Price $3. 25:08 

aw Same as above. in Gents’, on MOCCASIN 


last. 


IN-STOCK SERVICE 


THE EXCELSIOR 


AUTHORIZED MANMOUFACTURER OF OFFICIAL 
BOY SCOUT AND SEASCOUT SHOES 
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BOYS’ SMART $4.00 AND $5.00 RETAILERS 
INDORSED AS REAL PROFIT eo 


A stock background unequaled—A ser- 
vice that makes for turnover—A reputa- 
tion for quality by a factory specializing 
on boys’ shoes for two generations. 


EXCELSIOR MEDAL SHOES 


SELL EASILY! 
The Boys Know ’Em 


ORDER TODAY 


Ay Ne. S 3064. Boys’ Black Calf Blucher Oxford. Arm 
cork box. Match eyelets. Price, $3. 
Style Ne. S 4065. Same as shove in medium shade Tan (alf 
Price, $3.35. 


L gt 4 No. —-, Fy Two-Tone + ap 4 Lace-to-Toe Oxford 
| © = —  s ae 


. @ 
atvie -~¥ Te a as dan. ates a on BOBBY At 


Style Ne. X 1468. Boys Medium Shade Brown Veal Blucher 
Oxford. Armstrong cork x. Nickel eyelets. Price, : 
Style Ne. X 468. Same as above in Black Veal. Price, $2.75 
Style Ne. X 153. Same as above, in Gents’, in Medium Shade 
Brown Veal. Price, $2. 
Re. X 167. Same as above, in Gents’, in Black Veal 
. Boys’ Medium Shade Brown Veal Biucher 
1468, with red rubber sole. Price. ie. 


Same as above, in Gents’. 
Same as above, in Gents’, in Flack Tan 


‘Above styles carried in stocks C and D widths with exception 
of styles 4010, 2016 and 1016; carried in D width only 


iy Ne. 8 4165.  — sal rt Blucher Oxford. Smoked 
with dark brown A and tip. Armstrong cork Ky 


rubber ce, 
Bie Ne. S 2165. Same as above, in Gents’, on BOBBY 
BURNS last. Price, $2.75. 


Style Ne. S 1069. Gents’ Black Calf Blucher Oxford. Arm 
rong cork box. Match eyelets. Price, $2.75. 

Style Ne. S 2069. Same «« above. in Medium Shade Brown 
Calf. Price, $2.75. 


Style No. S 268. Gents’ a 6 — a Brown ~~ Btasher 

Oxford. a crease, plain toe Armst box. 

} r heel. Tress eyelets. Price, Gents’, $2.75. ovouthe’, 
1 to ra Price, $3.15. 


IN-STOCK SERVICE 


. Match eyelets. Spring rubber heel _Cross 
SHOE COMPANY — 


All shoes with rubber heels and good oak bend soles, 


PORTSMOUTH, O., U. Ss. A. unless otherwise specified. 
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The Season’s Smartest 


Sole—Plytex! 
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HERE are few smart stores today that do not 
carry—and feature—Plytex Soled Shoes. For 
shoe buyers—those who sense the public pulse 

—know that the smart shoes of today must be 

stylishly soled. And they order Plytex Soles because 

they know that those who discriminate like the dis- 
tinctive smartness of Plytex Soles. 


In addition, the smart women—those who set the 
style—are being constantly reminded of Plytex Soles. 
Magazines that appeal to women who appreciate the 
finer things are keeping Plytex Soles fresh in their 
minds. 


You know that advertising will make people ask for 
Plytex Soles; that your own customers will be looking 
for them. Don’t make excuses for not having any. 
Satisfy the demand you are sure to feel by ordering 
Plytex Soled Shoes. All progressive manufacturers 
have them. 


Ee a 


5 
» Jolep and Heels 


ESSEX RUBBER COMPANY Trenton, New Jersey 
Chicago Milwaukee St.-Louis 


Makers also of Wearite Soles and Tite-Edge Heels 
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Thirty Million Kids 
Want Sneakers 


HERE are at least 

30,000,000 boys and 

girls in the United 
States who are now being 
carefully considered by progressive retail shoe merchants 
as prospective purchasers of canvas rubber-soled shoes in 
which to play baseball, and in which to run and to hike. 
These merchants intend to make these 30,000,000 boys 
and girls want canvas rubber-soled shoes more than they 
want anything else at a similar price. 

Boy Scouts should not be overlooked in a children’s 
canvas shoe campaign, for Boy Scout work requires 
many thousands of pairs of canvas rubber-soled shoes, 
and Boy Scouts are good boosters of any product. A 
Boy Scout window—with camping outfit, including can- 
vas rubber-soled shoes, prominently displayed, will suc- 
cessfully effect those extra pair sales, so necessary to the 
conduct of a_ profitable 
business. 

But why not make all 
of the children of your 
community work with you 
in selling more pairs of 
canvas rubber-soled shoes ? 
This is the way Bullock’s 
of Los Angeles did it. 


A month’s publicity con- 
test on Keds for children 
was inaugurated by Bul- 
lock’s on the first day of 
July. On the preceding 
day all of the employees 
of the shoe department, of 
the advertising and re- 
search departments, and of 
the children’s barber shcp 
were summoned to a “pep” 
convention. 

Everyone from the three 
departments was instruct- 
ed to pass out to every 
child coming into the store 
a card of entry to the 
“Keds Contest of Sports.” 
The employee sending the 
most children to the shoe 





Extra Pair Sales Can Be Made if 
Your Windows Tell the Story 





A window unit which brings home to every boy the 
desirability of sneakers 


department each week during 
the month received as a prize 
a pair of Keds. 

Each child was given a 
Keds’ Handbook of Sports and was asked to go to the 
contest desk to be enrolled in the campaign. At the con- 
test desk he was given a serial number, which also 
served as an identification card. Children were then pre- 
sented with a broadside of the prizes, rules and the retail 
prices of the Keds carried in stock. 

The children’s shoe department was attractively dec- 
orated throughout the campaign ; Keds were prominently 
displayed ; an entire window was devoted to them during 
the life of the contest. Each week four pairs were given 
for the best contributions. The grand prizes for the 
month were three prizes of $10, three prizes of $5 and 
twelve pairs of Keds. The contest question asked the 
kiddies was as follows: 

“Suppose that you were 
a merchant and had in 
your stock the best outing 
shoes to be found any- 
where—Keds. Bullock’s is 
wondering, if that were 
the case, how you would 
inform boys and girls and 
their fathers and mothers 
about this excellent foot- 
wear? What would you 
lo? Would you advertise 
in newspapers, on Dbill- 
hoards or in magazines? 
Perhaps you would invent 
some entirely new method. 
Bullock’s would like to 
know what you would do 
and what you would say. 
If you cannot sketch, and 
feel the need of illustra- 
tions, it is quite per- 
inissible to decorate with 
clipped pictures. 


“As many advertise- 
ments may be submitted as 
the contestant cares to 
compose. There is no re- 


[TURN TO PAGE 80, PLEASE] 
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“Miss Irveen” 
B-4045—No. 187 Beige Kid, 
M4 - ua 1410 medion 


$B 8% to 9: C$ tos. 
B46 a eR I 





“Miss Leatrice” 
B-4036—Black Patent Leather, 


ira ‘to 8: ©, 3 to 8 


“Miss Lita” 
gd gy Brown Calf, 
Lace 
Round Last, 
and gridthe, AAA, ‘. to 9; 
to $% to 9; C, 
9. Price 84.50. 








B 
St. Cut-Outs yo Quarter, 
14/8 Covered 


Centre ger 


Cc 
AA, 4 
3 to 9: 


SHERWOOD 
ROCHESTER 
‘NEW YORK 


B-4043—-Midnight Blue Kid, One Strap Pump, 
171@ Medium Round Toe Last, 


d 
Heel. pases ond wide, AAA, 
to 9; A, 4 to 9: B. 3% to 8: C, 8 


“Miss Doris” 
11/8 Spike Louis 
& to9; AA, 4% 
to 9 
ee 85.25 


“Miss Irveen” 


-4040—Black Patent Leather, One Strap Pump, 
warter, 1714 Medium Toe ' Last, 
re gy I x Mae 3 


B-4041- Bane as above over 1710 
Last, 17/8 Spike Louis Heel Same Pa —~ 
width. Price 84.75. 


“Miss Lita” 


42—Congo Brown Kid, Cut-Outs in Quarter, 
Taio Medium Round Toe Last, or Ceeees 
Cuban Heel. Sizes .-y one 5 


AA. 4% 0 9:4. 4 ¢ 3 “0 $:°C. 
9; D, 3% to 9 Beak 4 3% 


“Miss Doris” 


ige Kid, One Strap Pump, 
i! Last, Ete re. Louis 


AA, 
to $: %. to 8. 
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Tenth Boston Show to Inaugurate New 
Display Methods 


By CHARLES T. HEALD, President of July Boston Shoe 
and Leather Fair, and Vice-President and General Man- 
ager of The Stetson Shoe Co. 


The Boston Shoe and Leather Fair, to be held at the 


Hotel Statler, the week after “The Fourth,” will inaugur- 
ate some brand new ideas, merchandising-wise. There 
will be entertainment galore, including excursions to many 
outdoor pleasure resorts in which New England abounds ; 
New England creators will present their best thoughts in 
fall shoe styles, and there will be a “different” and most 
effective method of booth displays. 

Apropos of displays, may I here re-emphasize to the 
retail shoe merchants of the country—that the old adage 
—“Goods well displayed are half sold” may be truthfully 


recorded today as “Shoes Well Displayed Are More Than 


Three-Quarters Sold?” 


May I also suggest that window trims should speak the 


shoe language clearly? 


It it well to show accessories, 


but shoes should always dominate the display of the 


shoe store. 


I believe that the only time that price tags should be 
displayed is during sales’ time. 

Newspaper advertising should be strictly in accord with 
window displays and should present to the public a clear 


picture of the merchandise. 


Put your personality into 


your publicity, wherever possible. 
Supplement your newspaper advertising by direct ap- 


peals to the public. 


ing lists and the careful follow-up o 


The importance “i up-to-date mail- 


prospects should 


not be overlooked by the retail shoe merchant. 








HARLES N. KING of Buffalo, 

N. Y., not only represents Hamil- 
ton-Brown Shoe Co. in Western New 
York, but conducts King’s Boot Shop. 
He has represented the H-B Boston 
branch for the past six years. He 
says. that he believes that the brown 
shades, the dark -blues, patent and 
black kid will be good spring sellers; 
he proportions the eee spring 
sellers as to kid shades in dark blues, 
and the darker and lighter browns at 
60 per cent, and the patent leathers 
and black kids at 40 per cet. Sandals 
with T-straps, and other straps, will 
be good numbers, Mr. King thinks. 
Mr. King has very definite ideas in 
regard to stock-keeping and says that 








the arrangement of cartons on the 
shelves as to types is important. 

W. Ashton also covers western New 
York for Hamilton-Brown Company’s 
Boston branch, confining his territory 
a little to the east of that of Mr. King; 
the latter travels to the extreme end 
of his section. 





Bernard S. Solar, sales manager of 
the Bresnahan Shoe Co., of Boston, has 
just returned from a successful west- 
ern trip with his new line of Spring 
shoes. The company is now making 
nothing but Compo shoes and has 
stepped up its production to 1000 pairs 
per day, an increase of 25 per cent. 












on the 














NAFTZGER 

* recently re- 
signed as a repre- 
sentative of the 
Alfred J. Sweet 
branch of the 
United States 
Shoe Co. in .the 
Northwest, to 
cover the _ entire 
Pacific Coast for 
the Prospect Shoe 
Co. of Boston. Mr. 
Naftzger is one of 
the most popular 
salesmen covering 
this territory. He is a thorough shoe 
man and knows every big city, as well 
as every small town, of the Pacific 
Northwest; he has a large following 
among the retail shoe merchants. Mr. 
Naftzger is succeeded in the represen- 
tation of the United States Shoe Co. 
on the Pacific Coast by C. W. Sheldon. 













Art Naftsger 













HERE’S a cor 

rect suspicion 
that a salesman of 
men’s shoes should 
always remain in 
the men’s field; 
ditto women’s 
salesmen. Like all 
fallacies, this no- 
tion every once in 














a while “Falls 
Down and Goes 
Boom.” For a 






number of years 
Herman Bortin 
represented the 
Harsh & Chapline Shoe Mfg. Co., in 
Wisconsin, selling their men’s shoes. 
In ’21 he was made president and 
general manager of the Steven Strong 
Shoe Co., affiliated with the Harsh & 
Chapline Shoe Mfg. Co., remaining in 
that position until the end of the past 
year when O. Chapline returned 
from California and became prominent 
in the Chapline-Mayer Shoe Co. Mr. 
Bortin removed to Chicago about a 
month ago and assumed the manage- 
ment of the Chicago sales offices of the 
Chapline-Mayer Shoe Co., at 189 West 
Madison Street, and in those four 
weeks demonstrated his ability to sell, 
whether it be men’s or women’s shoes 
by. “scratching upwards” of 30,000 
pairs. Recent additions to the sales 
force of the Chicago branch are 
Charles Cohen and Frank Hucek, 
operating under Mr. Bortin’s direction. 


Herman Bortin 
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Your 
Location 
made 


UNFORGETABLE 








Making your shoe business grow is first, 
last and always a matter of getting more 
people to notice or to think of you and your 
location when in need of shoes. 


The sensible and economical means for 
compelling wide public notice of your name, 
location and service is a Flexlume Electric 
Sign. 

—its “circulation” radiates to the daily 
throng of shoppers who pass and repass 
within sight of your store. 

—its effectiveness is as great by 
day due to colorful contrast 
as by night when bright with 
electric light. 

—its productiveness is both for 
itself and for tie-in with any 
other advertising, second only 
to good window display. 


To see how your name 
and business would look in 
the electric words of a 
Flexlume—no obligation or 
cost—just write us to send 
color sketch and quotation 
of an electric designed to 
satisfy your ideas and 
needs. FLExLUME CorPo- 
RATION, 1994 Military 
Road, Buffalo, N. Y. 


Sales and Service 
Offices in OMef Cities 
of U. 8. and Can. 


sia 


Factories at 
Buffalo, N. Y., and 


FLEXLUME 
ELECTRIC DISPLAYS 





TOUGH 


to resist wear 


ELASTIC 
for flexibility 


HARD 
to prevent spreading 


LONG-LIVED 


to combat deterioration 


MILLER 
Balanced Soles 
Last Longer 


Manufactured by 


THE MILLER RUBBER CO. 
of N. Y. 


Miller 


Tires, Tubes, Accessories and Repair Materials, 
Drag Sundries, Bathing Wear, Shuglovs, Rubber 
Balls and ‘Toys, Molded Rubber Goods. 
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AROLD U. 
one — 
manager for Ys 
Goodwill Shoe Co., 
Holliston, Mass., 
announces the ap- 
pointment to the 
representation of 
this concern of 
Edgar H. Whit- 
tredge. Mr. Whit- 
tredge will cover 
Maine, New Hamp- 
shire and Vermont 
with the complete 
Goodwill line. 
Edgar is an “old- 
time” shoeman. At one time, he was 
eonnected with the J. W. Carter Shoe 
Co., and before that with the Thomas 
G. Plant Corporation. Mr. Whittredge 
has been selling shoes in his territory 
for the past three weeks and reports 
iness conditions about normal, and 
that there is a bright outlook for 
spring trade. 


(Photo by Waid) 
Harold U. Smith 


HARLES W. SNOW, and his son, 

Charles W. Snow, Jr., have re- 
signed from the salesforce of the For- 
bush Shoe Co., North Grafton, Mass. 
Mr. Snow, Sr., has been well known 
throughout his Middle Western terri- 
tory, in which he sold the Forbush line 
for 22 years. Charles, Jr., has repre- 
sented the Forbush Shoe Co. for about 
six years, covering Oklahoma, Arkan- 
sas, Kansas, Missouri, Texas, lowa, and 
parts of Indiana. The Forbush Shoe 
Ce. and -their many friends, wish the 
Snows well in their future under- 


takings. 


LARENCE N. COGSWELL, who 

calls on the volume buyers of the 
East and Central States for A. J. 
Anderson, Inc., is now coveri his 
territory again, after several weeks at 
home, convalescing from a severe cold. 
Mr. Cogswell is the president of the 
Boston Shoe Travelers’ tion. 
He is a strenuous worker, and takes a 
pag Bmp oy in the _ 

ys on road, es 

enrolled under the N. S. T. A. : 
When he finds a member of the craft 
who should become “one of the regu- 
lars,” and who for some reason is “on 
the outside,” he does his best to bring 
him into the ranks. He attended, not 
only the Chicago Convention, but other 
trade “meets.” 


E. S. RICE, who for the past ten 
years or more has represented B. 
A. Corbin & Son Co., in the East and 
Middle West, reports an increasing de- 
mand for blucher patterns, in medium 
wide toe lasts; he says that the demand 
seems to have drifted a bit from the 
wider toed lasts. He says that it looks 
to him like a big year on sport shoes, 
with composition soles leading in this 
type of footwear. He also states that 
his findings are that wholesale and 
retail stocks are held to very conserva- 
tive figures and that merchants are 
working for a ater turnover than 
have ever before. Mr. Rice 
his he rters at 183 Essex 
Street, Boston, J. B. W and W. H. 
Duff also cover the East and the 
Middle West for B. A. Corbin & Sons 
Co., all three men working this terri- 
tory intensively. 


po lsorr L. LA MONTAGNE, who 
represents the Menihan Co. in New 
England and New York State, wrote 
to the REcorpER from the Hamilton 
Hotel, Bermuda, that he expects to be 
back “on the job” calling on his many 
friend-customers in his territory about 
March 10. Mrs. La Montagne and he 
have been spending a few weeks’ vaca- 
tion at the noted winter resort. He 
says that he has been having “an en- 
joyable time in the land to the South 
after a strenuous season on the road; 
that the weather is ideal—warm days 
and cool nights; good golf courses; 
good bathing, dancing and good food.” 


Carl Stern represents the Hartman 
Shoe er >! Co. on the Pacific 
Coast. He makes his headquarters at 
208 Severance Building, Los Angeles. 


RTHUR C. EARLE, known to a 

circle of friends in the trade as 
“Daddy” Earle, and who covers big 
city accounts for Laird, Schober & Co., 
is now in good health once more after 
an attack of bronchial pneumonia. 
Some weeks ago, “Daddy” was attacked 
by a bad chill while in Chicago, cover- 
ing his territory, and on arrival at his 
Philadelphia home, both doctors and 
nurses had a serious time in “pulling 
him through.” The next trip — , 
took was to Atlantic City, where he 
convalesced rapidly, and on Feb. 16 
wrote to the RECORDER’s Chicago office 
from the Hotel St. Denis that he was 
“leaving for headquarters that day,” 
feeling fine after a two weeks’ sojourn 
in the “Board Walk Metropolis.” 


MBE. BILLY ST. LOUIS reports 
an excellent business on the C. E. 
Chase & Co.’s line of boudoirs, D’Or- 
says, one-straps, and “Junior Modern” 
shoes. She has recently had Bridge- 
port, Conn.; Lowell, Mass., and Provi- 
dence, R. I., added to her territory, and 
is redecorating her sales headquarters, 
located on the second floor of 215 Essex 
Street, Boston. 


the shoe buyers for Bullock’s, Los 
ngeles, is now one of the represen- 
tatives of the C. P. Ford Shoe Co., and 
covers the territory from Denver, 
West, for this concern. Jerry comes 
from a shoe family, his father bein 
the superintendent of E. P. Reed 
Co.’s, Rochester, N. Y., factory; he is 
also a brother of Don, who travels the 
Pacific Coast for E. P. Reed & Co. 


JEBEY RICKARD, formerly one of 
A 


Work done merely for the wage is 
hard work; but work done for the 
sake of service is a pleasure. 
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GUNNER- 
* SON, with 
headquarters at 
422 Pacific Build- 
ing, San Fran- 
cisco, represents 
the X-Ray Shoe 
Fitter, Inc. of 
Milwaukee. Jack 
says that he has 
already placed 
the X-Ray ma- 
chine in some of 
leading stores of 
the Southwest, as 
well as those of the 
Pacific Coast. He is the son of Gerald 
Gunnerson, prominent shoe jobber of 
the Southwest. He says that not only 
retail shoe merchants, but leading foot 
specialists, are commenting favorably 
upon this device, and that it is an 
especially good sales argument as to 
the correct fitting of shoes, particular- 
ly those for the kiddies. 


John Cunnerson 


‘6 R STAI. shoe conditions are very 

fair in Tennessee and Kentucky 
in the better stores,” says John P. 
Bell, who travels this territory for the 
E, P. R & Co. of Rochester. “Mer- 
chants are wong spring orders with 
more confidence than they have exhib- 
ited in several years, the general feel- 
ing being that the live merchants will 
experience a good spring and summer 
trade as the shoe business is undoubt- 
edly on a better plane. No great 
amount of money will be made by any- 
one, but the better merchants as a class 
have succeeded in getting their busi- 
nesses in a healthy condition, which 
will mean a substantial increase in the 
net profits.” 


ACK SULLIVAN, who covers the 

South and Southwest for the Row- 
an & Moore Shoe Co., Calais, Me., is 
now on a trip through his territory. 
= says “sport shoes are going over 
ig.” 


ANY members of the Shoe Travel- 

ers Association of Chicago 
lunched at Hotel LaSalle in that city 
Saturday, Feb. 16, and listened to 
George W. Weber describe “The Mer- 
chandise Mart” soon to be erected at 
Kinzie and Wells Streets, Chicago. 
This “largest building in the world” 
will cover two city blocks; will be 
twenty-four stories high and will con- 
stitute a remarkable effort to establish 
an international trade activity where 
buyers of many lines of merchandise 
may find under one roof, and in some 
instances on one floor, the samples and 
salesmen of the leading exponents in 
each particular line of production. 
Some conception of the equipment may 
be had from the single item of plate 
ars window displays within the 
uilding to total some six and one-half 
miles. Mr. Weber stated that current 
plans call for the allocation of shoes 
on the ninth floor and quoted the 
rental costs on a basis of $1.75 per 
sq. ft. Simon Ruwitch, chairman of 
the Chicago association’s N. S. T. A. 
group insurance committee, submitted 
some interesting facts and figures and 
received the warm appreciation of all 
present for his efforts in behalf of the 
individual policy holders. 
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ANUFACTURERS and re- 

tailers who first offered men 
smartly styled “feather weight” 
suits, reaped handsome profits. 


Their success can be just as surely 
duplicated by those shoe manufac- 
turers and merchants who sponsor 
men’s summerweight shoes of kid. 
From the standpoint of lightness 
and soft, foot soothing texture, kid 
needs no emphasis. Every shoeman 
knows and acknowledges also its 
superior foot ventilating fibre 
structure. 


Now many makers of the finest 
shoes for men have “styled up” kid 


It’s an 


CVANRS 




















summerweight shoes in the truest 
sense of the word. 


To see these new shoes is to be 
convinced of the extra profit future 
which they open to retailers—a 
future which will enlarge from 


= year to year. 


We take pride in presenting a 
modernly styled black kid summer- 
weight shoe made of our RUBY 
KID by French, Shriner & Urner. 


JOHN R. EVANS & CO. 
Camden, N. J. 


Philadelphia Boston St. Louis 
Rochester Milwaukee 





March 9, 1989 — BOOT AND SHOE RECORDER 


FRENCH: SHRINER 
and URNER 


feature 
RUBY hID 
in their black kid summerwetght models 

















Y arcifren)} >< + 
Quality Tells 


1920 "S" Street, N. W. 
Washington, D. C. 
February 25th, 1929. 

























Boyce & Lewis, 
439 7th, Street, N.W. 
Washington, D.C. 





Gentlemen: 


It may be of interest to you to know 
that in July or August 1927, I purchased a pair 
of Wilbur B. Coon shoes in New York City, and 
shortly after I left for Vermont where I was at the 
time of the Flood in November of 1927. 


These shoes were in five feet of water 
for over twenty four hours, and when the water 
receded I found them covered with about an inch 
of mud, and was certain that they were ruined. But 
after drying them out they were found to be in good 
condition, in fact so good that I have been wearing 
them ever since, and as yet they have not been resoled 
nor is there any sign of breakes in the leather. 


It is impossible for me to recommend your 
shoes too highly, as I have worn them for the past 
thirteen years and they have always given me the 
best in quality, appearance and comfort. 


_ Should you desire to see the shoes mentioned 
I shall be only too glad to send them to you. 





Resp., 
Mrs Frank H Wildung. 
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Ohio and Michigan Consider 
Licensing of All Chain Stores 


Bills Provide for Heavy 
Taxation of Multiple 
Retail Establishments 


DETROIT, MicH. (UT PS)—Two 
bills providing for the taxation of 
chain stores in all lines of business 
as a means of discouraging chain 
growth and furnishing a kind of pro- 
tective tariff for small independent 
merchants were introduced into the 
state legislature within the past 
week. The first bill proposes to 
place a tax of $250 per year on every 
chain store unit in the state operated 
by a company having more than six 
stores. 

The second bill provides a more 
elaborate system of taxation. Under 
this measure, introduced into the House 
by Rep, Walter B. Brady, of Detroit, 
every store in the state would be re- 

uired to secure a license at a fee of 
5 per unit for the provilege of doing 
business, the fees to go into the state 
treasury. This would be all the owner 
of one, two, three or four stores would 
be required to pay. 

In addition to the $5 license fee, the 
operators of five or more stores within 
the state boundaries would be forced 
to pay a privilege fee of $50 annually 
per unit if operating more than five 
and less than 10 units; $100 per unit 
if more than 10 and less than 20; 
$150 per unit between 20 and 50, and 
$200 per store if operating more than 
50 stores in Michigan. 


CoLumMBus, OHIO (UTPS)—Two bills. 
having for their purpose the hamper- 
ing of the operation of chain stores in 
Ohio and which will affect many retail 
shoe stores have been introduced in the 
Ohio Legislature. Their sponsors are 
Representatives Greenlee and Sharp, 
both from rural counties. 

Many provisions of both bills are the 
same. After defining a retail store as 
applying to the act, all stores are 
classified into five classes depending on 
the yearly sales. Class 1 includes 
stores having sales up to $12,000; class 
2, from $12,000 to $30,000; class 3, 
from $30,000 to $60,000; class 4, from 
$60,000 to $100,000, and class 5 to all 
stores having more than $100,000 an- 
nual sales volume. 

The bills differ as to the license fee 
to be paid. One of the bills provides for 





Fall Styles Conference, 
Hotel Astor, May 7, 
1929 


In the large ballroom of the 
Hotel Astor on May 7, 1929, the 
Styles Committees of the Na- 
tional Shoe Retailers Association, 
National Boot and Shoe Manufac- 
turers Association, Tanners’ 
Council, National Shoe Travelers 
Association and the National Shoe 
Wholesalers’ Association meet to 
formulate the style program of 
the industries for the Fall and 
Winter period ahead. 

This promises to be the largest 
meeting ever held and will launch 
the official colors for the Fall as 
developed through the Textile 
Color Card Association. The tan- 
ners will interpret the colors into 
leather and will display the com- 
plete picture of Fall leathers in 
approximately forty display 
booths. 














fees of $5, $10, $20, $30 and $40; for 
the first store operated by any person, 
firm, corporation or copartnership; fees 
of $10, $20, $40, $60 and $80 for the 
second store; fees of $20, $40, $60, $80 
and $100 for the third store; fees of 
$40, $60, $80, $100 and $200 for the 
fourth store; fees of $80, $120, $160. 
$200 and $400 for the fifth store and 
fees of $100, $200, $300, $600 and $750 
for all stores over five. 

The other bill provides that no li- 
cense fees need to be paid for the oper- 
ation of the first four stores but there- 
after license fees are very high with 
$100 per store for all retailers doing 
less than $12,000 annually; $150 for 
businesses between $12,000 and $30,000; 
$200 for businesses between $30,000 and 
$50.000; $400 for businesses between 
$50,000 and $75.000; $800 for businesses 
between $75,000 and $100,000, and 
$1.500 for businesses doing more than 
$100,000 annually. 


Perroult a Manager 


DuLUTH, MINN. (UTPS) —Leo J. 
Perroult, well known to those in the 
shoe trade in Duluth, has been ap- 
pointed manager of the new shoe de- 
partment opened recently by the Leiser 
Company, ladies’ ready-to-wear store 
featuring shoes at $3.90 and $4.90. 





Both Blue and Black 
Leathers Are Selling 


St. Louis, Mo.— Water-snake con- 
tinues to win the approval of the fem- 
inine buyers and the demand has been 
far greater than anticipated. All 
stores have felt the call for this mate- 
rial. One outstanding buyer says they 
will hold until May 1 or until the 
weather turns hot. 

Black kid and patent leather are 
also selling well. 

Blue also continues to receive favor- 
able attention, with the dark shades 
being pemnaves, Call for the lighter 
tones has not yet materialized. The 
disappointment has been the lack of 
interest in the Suntan shades. Sun- 
shine is the solution of this problem, 
according to buyers. 

Straps in the early blush of spring 
buying have outsold in a big way the 
step-ins and pump patterns. In pop- 
ular priced footwear, patent leather is 
probably the best material in sales. 


Rich’s, Birmingham 
in New Location 


BIRMINGHAM, ALA. (UTPS)—Rich’s, 
one of the oldest shoe stores in Bir- 
mingham, moved into new quarters last 
week at 1917 Second Avenue, North. 

At the new location the company 
has one of the most beautiful shops 
in the South. The store is being fea- 
tured as having four different shops 
under one roof, the children’s depart- 
ment, hosiery department, men’s de- 
partment, and ladies’ department. 

This company has been in business 
in Birmingham for 48 years and is 
headed by Herman Rich. Sydney Kay 
is vice-president, and David Schnitzer, 
secretary. 


New Foot-Saver Store 


CoLuMBus, OHIO (UTPS)—The new- 
est shoe store in Columbus is the Foot 
Saver Boot Shop, which opened Feb. 25 
at 69 East State Street. The store is 
located in a large room, which has been 
equipped in a modern style and is oper- 
ated by the Foot Saver Shoe Co., Inc., 
which operates stores in Akron, Ohio, 
and Indianapolis. Harry B. Zavitz is 
at the head of the company. 

B. L. Sherman, who has had 16 years 
experience in fitting shoes. the last part 
of which was with the Fashion Shoe 
Department, will be manager of the 
store. The company will handle the 
Foot Saver line of the Julian & Ko- 
kenge Co., of Cincinnati. Ray C. Door, 
consulting expert of the company, was 
in Columbus to demonstrate the pat- 
ented features of the shoes. 


, 
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Weqlele INSTANT SHIPMENT 
By FROM STOCK | ico 


Made in France” 
The finest grades of imported 
woven leather sandals are now 
in-stock. Made entirely by 
hand on real American 


BIMINI—In all beige, beige/b 
treen/belge, Daigo, inc ~— ta, black/white, Fed/ Priced from $3.25 Sule /ratent’ & ciate cag’ tees Stes. 
to $7.50. Deliv- 
~ A eries at once, 
AUT oN or when 
Nn i speci- 











mH 
rma 





Iii Hy : CY ge 
a ae > fied Ky y 


cou ETTE—18774— In all beige, 
beige/red and “y event In B width 
only. Sizes 2 to 


JEFFERSON 


IMPORT CO., INC. , 
CLASSIC — All white, white/blue, 


MARBRIDGE BLDG. white/green, white/red, white/black pat- 
ent. Natural/red, natural/green, natural/ 


here ee 1528 DRDADWAY, NEW YORK Be a Sal 0 vide tee 


ite/black, 
belge/red. Widths A, B, 


Printed Price Tickets 
All regular and 


Clearance Sale Prices 


Any prices wanted 25¢ to $22.50—Green Border 
Any prices wanted $1.95 to $9.95—Orange Border 
6-doz. odd lot assortment 
$1.10 
12 doz.—2.00 
24 doz.—$3.50 
12 each of 6 prices 85c 
12 doz.—$1.50 
24 doz.—$2.50 
1 doz. of one price 15c 
Cash or stamps with order 





























THE SHOE MERCHANTS NEWS, SATURDAY, MARCH 9, 1929 





Northwestern 
Meeting Program 
Is Completed 


Short Sessions Planned for 
Des Moines Convention 
Apr. 8-10 


MINNEAPOLIS, MINN. (UTPS)—The 
Northwestern Shoe Retailers Associa- 
tion has adopted a novel plan for 
regulating the three sessions of the 
convention April 8, 9, 10, in the Hotel 
Fort Des Moines, Des Moines, Ia. They 
= to be successively 2, 3 and 4 hours 
ong. 

The Monday session will be known as 
National Day. Three speakers will be 
A. H. Gueting of Philadelphia, presi- 
dent of the National Shoe Retailers As- 
sociation; James H. Stone, Chicago, 
manager of the National; Ernest 
Burrill, Boston, in charge of the cam- 
paign to sell more men’s shoes. Presi- 
dent A. J. Mullarky of the Iowa Shoe 
Retailers Association, will welcome the 
Northwestern shoe retailers, then will 
turn the meeting over to President VU. 
J. Benton, Austin, Minn., of the North- 
western. The remainder of the day, 
after the two hours, will be given to 
inspection of merchandise on display. 

On Tuesday, Mr. Burrill, with charts, 
will discuss ways and means of meeting 
chain store competition, the relative 
cost of distribution, etc. Mme. Hamil- 
ton Jeffries of the Boor AND SHOE RE- 
CORDER will talk-on styles in footwear 
and their relation to costumes for 
women. Another speaker is being lined 
up, to be announced later. After the 
three addresses there is to be a short 
round table discussion of subjects pre- 
sented for that purpose. 

Tuesday evening will be the time for 
the annual banquet, a speakerless meal, 
or with no — speaker. C, F. 
Englin of Stillwater, Minn., will be 
master of ceremonies. There will be 
talks by shoe men, manufacturers, re- 
tailers and travelers. An entertain- 
ment program will be followed by the 
prom ball. 

On Wednesday there will be an in- 
formal discussion, the subject being the 
theme of the convention—More busi- 
ness for the independent merchant. 
The only set speech will be by C. C. 
Peterson, a merchant of Grand Rapids, 
Minn., a town of some 1500 population. 
Those who remember his talk at the 
1928 meeting will be able to say a good 
word to those who should be present 
this year about the singularly valuable 
information they will get from this 
speaker. He will lead the discussion on 
“putting it over in shoes in the small 
town ” 


Other talks of the day will be on stock 
control, salesmanship, advertising, and 
allied subjects. It is expected there 
will be several shoe merchants of 
Omaha, Des Moines and the Twin 
Cities to direct the discussion. 

As was done last year, there is to 
be a distribution of a total of $100 in 
cash prizes to those who visit all the 
display booths, at the final session. 
Cards in the hands of exhibitors will 
be given to visitors and at the drawi 
the first prize will be $50, the secon 
about $28 and the third about $165. 





Hahn’s Stages Style Show 


WASHINGTON, D. C. — A complete 
style review open to the general public 
was staged at Hahn’s F Street Salon 
on Feb. 26. Miss Marie Moran, fashion 
expert of New York and Chicago, lec- 
tured on the correct footwear to be 
worn with various costumes. Living 
models displayed about 60 of the new 
styles. Miss Moran gave a very de- 
tailed description of the immediate 
styles shown and the particular form 
of dress to which it was best adopted. 
A little girl displayed children’s shoes. 

Jack Best, store manager, talked on 


the principles of proper shoes and the 
care of children’s feet. 

Besides newspaper announcements, 
window cards and a radio talk heralded 
the coming of the style show. A stage 
was erected in the rear of the store 
and as each model appeared a spot- 
light was flashed. 

Women’s wear shops cooperated in 
the furnishing of the gowns and mil- 
linery. Purses and hosiery were from 
Hahn’s own stock. The show was well 
attended and pronounced a very great 
success. 








Penney Buys More Chains 


New York, N. Y.—The J. C. Penney 
Company has announced the purchase 
of the J. B. Byars Company, including 
the W. J. Lindsay Company recently 
purchased by the Byars Company, and 
the J. N. McCracken Company, the 
two operating 117 Golden Rule stores in 
the West. 

The entire personnel will be retained 
as far as is possible. 

The total sales in 1928 for these 
groups were in the neighborhood of 
$8,000,000. It is expected that they 
will do a business in excess of $10,- 
000,000 in 1929. With the addition of 
these chains, the total number of J. C. 
Penney Company stores is 1212. 


Whitmore Shop Enlarged 


Provwence, R. I. (UTPS)—Due to 
increased business, Allen Kinsey, 
owner-manager of Whitmore’s Shoe 
Shop, has increased floor space by 
taking on another room. Mr. Kinsey 
reports very business conditions 
in view of the fact that they have 
changed location and taking into con- 
sideration the season of the year. He 
looks forward to a good Easter and 
spring business. 





Keneston Now Managing 
Ground Gripper Store 


BALTIMORE, Mp.—William E. Kenes- 
ton, for the past nine years manager 
and buyer of the shoe department of 
G. V. S. Quackenbush & Co., Troy, 
N. Y., is now manager of the Ground 
Gripper Shoe Store in Baltimore. 


New Store in Rochester 


ROCHESTER, N. Y.— The Mitzi Boot 
Shop is the latest addition to Roches- 
ter’s roster of retail shoe stores. It 
was opened early in February at 30-32 
East Main Street under the manage- 
ment of Ben Savage. The new store 
specializes in women’s novelty shoes 
and already has built up a satisfactory 
volume of business. 


Renard’s in Columbus 


CoLtumsus, Onto (UTPS)—A new 
retail shoe store, catering exclusively 
to the women’s and misses’ trade was 
opened by Renard’s, a St. Louis cor- 
+ er ge at Gay and High Streets, 

arch 2. The store is artistically dec- 
orated. It is the 35th store in the 
chain which covers the Middle West, 
South and East. A high grade line of 
shoes is being carried in the new store. 
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THERE'S PIROKIEK IN 
TREES i 


val MILLER SHOE 








, | HE customer who gets 
the habit of treeing 
his shoes seldom comes 


back to you with com- 


plaints. He’s sold right. 





But he’s got to be sold the 
trees when he buys the 
shoes. 


It merely requires your 
suggestion—and that’s why 
Miller Shoe Trees are not 
only good-will insurance 
for any merchant but are 
also mighty pleasant and 
profitable merchandise to 
handie. 


Our new catalog and 
price list are yours for 


the asking. 


O. A. MILLER 


TREEING MACHINE COMPANY 


BROCKTON, MASS. 
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York Association 
Officers Re-elected 


York, Pa.—The present officers of 
the York Shoe Retailers’ Association 
were re-elected to serve during the 
coming year at a meeting of the body 
held foie. Feb. 26, after a luncheon 
in the York Y. M. C. A. The officials 
will be installed at the March 18 ses- 
sion to be held in the store of Cletus 
Reineberg. The men re-elected are: 

Mose Leibowitz, president; Clarence 
Hoff, vice-president; S. Cletus Reine- 
berg, secretary, and Charles Martin, 
treasurer. 

All plans have been completed by the 
York retailers for the first annual style 
show to be held in the city. The Alcazar 
ballroom has been engaged for the oc- 
casion and on March 14, local models 
will display the spring and summer 
styles in shoes. A special runway will 
be built, draped and have focussed on 
it four large spotlights. The models, 
four from each of the nine stores par- 
ticipating, are being trained in their 
duties by Alfred Lentz, of P. Wiest’s 
Department Store. Seating arrange- 
ments for aor go 2500 persons 
are being planned. The participating 
stores are: P. Wiest’s Department 
Store, Bon-Ton Department Store, 
C. H. Bear & Co., Lee Reineberg’s Shoe 
Store, Edward Reineberg’s Shoe Store, 
M. & L. Shoe Store, Lehmayer & 
Brothers, United States Rubber Com- 
pany and G. R. Kinney Company. 

William B. Lutz, chairman, Jacob 
Reineberg and Clarence Hoff constitute 
the committee in charge of the show. 


J. V. Byrn Dead 


Former Kansas City Merchant 
Passes Away in New York City 


New York City.—Jess V. Byrn, long 
prominent as proprietor of Byrn’s Boot 
Shop at Kansas City, died suddenl 
the Hotel Martinique, New York City, 
either Feb. 21 or 22, his body being 
found by the hotel employees on the 
latter date. Heart failure was given 
as the cause of death. He was 42 years 
of age. 

For fifteen years, his Kansas City 
store, located in the heart of the city’s 
best yg oy district and handling 
many of the leading lines of footwear, 
was an outstanding establishment of 
the Missouri metropolis. After leaving 
the retail ranks, Mr. Byrn established 
himself as a shoe ceamaier and at the 
time of his death was believed to have 
been in New York for a conference 
with a prominent manufacturer of wo- 
men’s shoes. 

The body was sent to Chicago, where 
a sister resides. Funeral services, held 
at 1153 North Clark Street, Feb. 26, 
were attended by a large number of 
the Chicago shoe trade. 


Guarantee Remodels Floor 


BmrRMINGHAM, ALA. (UTPS)—The 
entire second floor of the Guarantee 
Shoe Company’s main store has been 
remodeled. This floor houses the 
ladies’ department under the direction 
of T. L. Gordon and the children’s de- 
partment under E. W. Todd. 





been ap 
| Irving 


As Gilbert Sizes Up Style 





Texas Retailer Predicts 
50% Black for Spring 


DISTINCTION 


Fort WorTH, TEX.—The way 
that Dave Gilbert has it doped 
out, it looks like a wonderfully 
good spring season from March 
lon. Here is the way his stock 
on hand and on order shapes 
up: 50 per cent black patent, 35 
per cent colored kid, 10 per cent 
reptiles, 5 per cent ‘whites. 

In previous seasons he has 
sold a world of pumps at $10 
and up, the ratio being 65 per 
cent pumps, 25 per cent straps 
and 10 per cent oxfords. This 
season it is 45 per cent pumps, 
45 per cent straps and 10 per 
cent oxfords. 

At this writing, March 2, 
there are 7000 pairs of shoes on 
order for at once, out of this 
number 600 pairs are whites, 
that is, solid white and the 
white combinations. Gilbert 
thinks it is a mistake to over- 
look whites entirely as some 
buyers are doing. There is no 
discounting the fact that pastel 
shades have killed the old white 
seasons, but there is still a cer- 
tain percentage of women who 
want whites. 

Not a pair of imported woven 
sandals has been bought, ex- 
cept in the cheap stuff. Plenty 
of American braided shoes will 
be shown, however. Irish linens, 
plain and embroidered, are well 
thought of. So is Shantung, for 
that mattem Dave was especi- 
ally proud of a Shantung, one 
strap having embroidered Mer 4 
heel and trimmings of pink silk. 

Python is the high style note 
as far as reptiles are concerned, 
that is, those with the gray cast. 
This style expert cannot see 
white, meerschaum or jade in 
any of the reptiles, but he does 
think that patent leather white 
trimmed sandals will*be good. 
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Footwear Modes 
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comp cat stup ts brows 
That Gilbert's 
Is Fort Worth's 
Leading 
Dept. Store! 


Prespaing for the first 











LG. Gilbert § Co. 
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Here is the way Gilbert opened the Spring 


season with nowepaper advertising 








Department Rearranged 


Dauttas, Tex. (UTPS)—The shoe 
department of A. Harris Company, has 
been rearranged and refitted with a 
view of giving more space to stock and 
convenience to customers. New walnut 
shelving and five additional walnut 
finished show cases have been installed. 
The new chairs are in walnut and all 
upholstered. The old shelving ran 
from floor to ceiling. The new ar- 


| rangements permits plenty of light 


from windows hitherto hidden by 
shelves and stock. J. R. Redden is man- 
ager of the department and K. B. 
Wooley is assistant manager. 


New John Irving Manager 


New BriTaIn, Conn.—I. Mellion, 
formerly assistant manager of the John 
Irving Shoe Store, Boston, has recently 

inted manager of the John 
hoe Store in this city. Mr. 


Mellion is known as a thorough shoe 
man and a good worker. In his Bos- 
ton connection, he was associated with 
Al Seicol, manager of the John Irving 
Shoe Store in “The Hub.” 


New Mark Officers 


PHILADELPHIA, Pa. (UTPS) — The 
stockholders of Louis Mark Shoes, Inc., 
met on Feb. 25 and elected an entirely 
new board of directors. This new di- 
rectorate, meeting later, elected the 
succeeding officers. 

To succeed Melvin Mark, the resign- 
ing president, W. G. Soennecken, was 
elected president; J. E. Kirwin, vice- 
president and treasurer, succeeding T. 
Mark; and Carlos Berguido, Jr., was 
elected secretary, an office vacated by 
Raymond Mark. 

The new board of directors’ fe = 
follows: W. G. Soennecken, J. E. Kir- 
win, Carlos Berguido, Jr., F. ‘B. Hull, 
R. M. Searle, Paul Stempel and How- 
ard Milbourne. 
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14 in 


10 card service $5.00 
4 cardholders 


100 blank price tickets 








eable show card monthly service, all sales 
messages different, each month’s cards of different 
design and colors. 


6 card service $3.00 
2 card holders 
50 blank price tickets 


S alpee tad 


Service YouWish— 





















Try the Service 
for 30 Days— Then Mail Coupon 
Mail the C Service cards Bf os. Atl 


In the panel are brief de- 
scriptions of the several 
Services we offer. Select the 
one you wish. Try it for a 
month. Then if you are not 
entirely satisfied, you simply 
pay for the one month's 
showing of cards, at the low 
yearly rate, the card holders 
to be returned to us. Fair 
enough, youll® agree. Mail 


Art Ca 
No. 1 100 Piask Price 
ickets. 


$4.00 monthly ($48.00 the year). 
Service 10 cards (7”x11”). 

4 Ast Card Holders 
No. 1-B 100 Blank Price 


Tickets. 
$5.00 monthly ($60.00 the year). 
UNIOR 6 cards. 2 Art 
: pe Card Holders, or 








frames. 
50 Blank Price 
Tickets. 
$3.00 monthly ($36.00 the year). 
Printed Price Tickets 


Olive green or orange herder with biack 
figures 











Merchants Service Dept. 


BOOT AND SHOE RECORDER $f ower: .coccccecceccesicstssssentensereerseen 
189 W. Madison St., Chicago 


the coupon today! 


13 coh of wey Mom, Ss 
per month if KE ym) f 
annual card service. 


CN, oA 











BOOT & SHOE RECORDER, 
189 W. Madison St, Chicago, Ill. 


Please enter our order for ie Recorder “Selling 

Messages” card service fi 

year, consisting of ——— oe each month 

and art one holders, heey ms = agg 
e, beginning with cards for jar or 

which we will pay $———— per year, payable 

$———— per ian 


For cash in advance full service, 5% 
year’s 
Cot Seated be Citecntionss Devos of order. 


1.00 for each 
pad yb A — ¥ 
We sell Men’s, Women’s, Children’s shoes, and 
hosiery. (Cross out lines not carried.) 
’ We prefer:—(gold) (silver) Card Holders. 
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Printed Price Tickets:— 
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HIGH GRADE TURNS-IN-STOCK 





SNAKES—for Easter Selling 








1537 Imitation Snake Center Buckle 
Kid Trim to match, 19/8 Heel, AA-C, 
$4.75 
1538 As 1537 in 15/8 Heel, A-C, 
$4.75 


1533 Brown Kid with Imitation 
Trim, 19/8 Heel, AA-C $4.75 

1534 As 1533 in 15/8 Heel, A-C, 
$4.75 

1536 Patent with Black Lizard Trim, 
13/6 Heal, A .:.......... $4.60 
1535 As 1536 in 19/8 Heel, AA-C 
$4.60 





5097 Imitation Snake, 1 Strap with 
Kid Trim to match, 19/8 Heel, 
5096 As 5097 in 15/8 Heel, A-D 

$4.75 
5094 Patent with Black Gun Metal 
Trim, 19/8 Heel, A-C........ $4.60 
5095 As 5094 in 15/8 Heel, A-D 

$4.60 





+40 


IMMEDIATE 
DELIVERY 


Always first in the 
industry with time- 
ly offerings, M. J. 
Saks Shoe Corp. 
presents in-stock 
for immediate de- 
livery seventeen 
shoes for Easter 
selling. The pre- 
dominating ma- 
terial is snake, the 
most popular of all 
leathers, and the 
patterns are all fine 
fitting. These Saks 
shoes offer imme- 
diate profit possi- 
bilities for the mer- 
chant. 


Wire — write or 
phone your orders. 





: 





5091 Brown Kid Vamp and Trim, 
Gore Pump, Imitation Snake Quar- 
ter, 15/8 Heel, A-D ........ 4.75 
5092 Patent with Black Gun Metal 

Trim, 15/8 Heel, A-D $4.60 
5093 Black Kid with Black Lizard 
Trim, 15/8 Heel $4.60 





1514 Beige Kid, 1 Strap with Imita- 


tion S Vamp, Gold Piping and 
Tabs to Match, 19/8 Spike Heel, 
AA-C ; $4.75 


1515 As 1514 in 15/8 Heel, A-C $4.75 
1516 Patent with Black Kid Vamp, 
Silk Kid Piping and Tabs, 19/8 Heel, 
EE $4.75 


1517 As 1516 in 15/8 Heel, A-C 
$4.75 


(Vamp trim is on outside of shoe 


only) 





M. J. SAKS SHOE CORP. 


144 DUANE STREET 


NEW YORK 

















eee tees saree e 2 — — - - 
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cAGAIN Pfister & Vogel makes an important contri- 
bution to the entire shoe industry. Seda Calf, P & V’s 
newest development, meets the ever increasing demand for 
a truly fine calfskin. It is a beautiful piece of leather . . . 
soft and silky . . . with a very fine grain and tight break. 
Seda Calf is perfect for women’s wear . . . . comfortable 
and long wearing, its individuality is in ing with 
the high standards of fine shoemaking. Ask for sample 
cuttings of Seda Calf .... It is made only in black. 


PFISTER & VOGEL LEATHER CO., Milwaukee, Wisconsin 


SOLD ALL OVER THE WORLD 







BOSTON, MASS. PHILADELPHIA, PA. NORTHAMPTON, ENG. 
NEW YORK, N. Y. ST. LOUIS, MO. LEICESTER, ENGLAND 
CHICAGO, ILL SAN FRANCISCO, CAL. FRANKFURT, GERMANY 
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Ready! 


Little 
Miss Acrobat 


is ready to work for you 
in her clever Movie 


“HAPPY FEET” 


Entertaining 
Instructive 


Sales Maker * 


Alert Dealers Are Booking It. 
Book Your Showing Now! 


Ready! 


New Spring Catalog! 


Yours for the asking—no obligation. It gives 


Acrobats, Balancers for Tiny Tots, Play-Pals, 


HOES and Minnehaha Turns—outlining our adyertis- 


ing and merchandising plans. Send for’ your 


Makers of Children’s copy now—today! 


0) you a clear-cut picture of our entire ACROBAT 
Qc ; ,? “proposition” —showing our latest line of 


Good Shoes for 36 Years 


Ready! 
Our New Spring Line 


Send for Catalog Showing Rest of Our Fast-Selling Line 
L2. 


* Light Blucher Ne. 1709. Girls’ Chrome Patent No. 1157. Boys’ Coffee Elk 
| a aaee: aii BCD One-Strap. In Stock: 5/8 BCD Blucher Oxford. In Stock: 5/8 
—12%/2 BCD. —8%/12 BCD—12%/2 BCD. BCD—8%/12 BCD—11%/2 BCD 


SHAFT-PIERCE SHOE CO. 


Faribault, Minn. 
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HEN you have a fire lose, the first and 

biggest question is how quickly you can 

get your insurance, in order to start re- 
building and get to going again. With a policy 
in the Central Manufacturers Mutual Insurance 
Company, you have the satisfaction of knowing 
that adjustments are promptly and fairly made 
(that’s Central’s reputation) and, almost with- 
out exception, Central voucher checks for loss 
claims are mailed the same day proof of loss 
is received. There are no unnecessary delays— 
you need your money and you get it—promptly. 
It helps also to know that the protection that 
Central gives is of the very highest quality, that 
the Company is absolutely sound, and that 
Central’s annual dividend (30% for the last 
eight years) reduces by that much the actual 
cost of your insurance. 


If you buy your insurance carefully, with 
a view to actual value offered, you will 
want to know more about Central Policies. 
Further information on request. 


"CENTRAL 


Manufacturers Mutual Insurance 
of Van Wert. Ohio. 





FIRE, AUTOMOBILE AND TORNADO INSURANCE FOR SELECT RISKS 





March 9, 1929 


Can You 
Speak the 
Language of 
Your 
Business ? 


Do you know the meaning of all 
the terms used in the shoe and 
leather trade? Can you make a 
good impression on a customer 
by calling things by their correct 
names and answering questions 
in an intelligent manner ? 


If you can’t—you need the 


“Shoe and Leather 
Lexicon” 


An authoritative dictionary of the 
terms used in the shoe and leather 
trade. The price of the Lexicon is 


50 Cents 


(Cash with order) 


Boot and Shoe Recorder 
Publishing Co. 


207 South St. Boston, Mass. 
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THE 
MATSON TIP 






"TH the invention of the Matson method 
of making the tip a part of the braided 
lace—most people said good-bye to the 

old-fashioned idea of a lace and a tip. 

The Matson Tip is a real fabric tip. 


It can’t come off. 











It can’t become tinny in appearance. 

The Matson Tip and the braid are “one and 
inseparable.” 

The selling advantage of this single unit lace is 
plain. You can guarantee it to perform like no 
other lace. 


Yet the Matson -Tip costs no more than the 
ordinary metal tip it has displaced. 


















SHOE LACE COMPANY LTD. 


DISTRIBUTORS \ 7 DISTRIBUTORS 
Mr. Baker, Hughes, Fawcett, Inc., 610 MANTON A ENUE Lothrop & Co., Strauss Bros. & Co., 
36 L 115 Franklin 85 South 8st 353 L 






Robert 
6 Fifth Ave 8t., “ Broadway 
New York, N. ¥ New York, N. ¥. Boston, Mass. New York, N. ¥. 
Brooks & Co. John Lawrie & Sons PROVIDENCE National Fabric & United Shoe Machinery 
32 South St. 515 So. Franklin &t., Finishing Co.. Corp., 
Bosten, Mass. Chicago, Ill. 210 South St., Albany Bidg., 
Laing, Harrar & ton, Mass. Boston, Mass. 
Chamberlin, Lne., R I Vulcanite Mfg. Co., 
43 North 3rd 8t. e He 350 Brosdway 





Philadelphia, Pa. New York, N. Y. 
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BOSTONIANS 
Cumeecenee ons 6 lawen Co. 
WHITMAN, MASS. 



























NETTLETON 
Shoes of Worth 
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High Colors 
in Shoes for 
Spring Wear 


Blacks Are Also in Good 
Demand 


LYNN, Mass.—Shipments of shoes 
for early spring and Easter are going 
forth in volume from factories. Buying 
for after Easter is not all that might 
be desired, but doubtless is all that 
could be expected under present cir- 
cumstances as some makers have not 
yet chosen their lasts and patterns for 
late spring and early summer styles. 

For a barometer of things as they 
are there is this report from a conser- 
vative maker of better grade shoes, 
who is doing a flourishing business: 

“Blacks are in good demand. We are 
making more satin shoes than we ex- 
pected. Kid is our leader, and the sun- 
burn tone, which some call beige, is 
first in our colors. We are making 
quite a number of blues, a few reds and 
some grays, also some browns. Whites 
are moving strongly with us, and we 
expect a very satisfactory white sea- 
son. We are sampling art fabrics, with 
some response. I forgot to mention 
reptiles, especially the water snakes.” 

Green, pink, yellow and other colors 

might be added to the above list, to tell 
of all the kinds of shoes that Lynn is 
making. Silver kid and brocaded fab- 
rics, some very rich, are all the year 
round styles, because people dance the 
year round. Two-tone effects are ap- 
proved’ by some, and others move up 
to three or four tones. Nobody knows 
just how many hues there are in some 
of the modernistic designs. 
As for form and line, there are two 
distinct movements, one toward heels 
quite high, in the 20/8 class, for dress; 
and the other toward low heels, for 
sport. Mention should also be made 
again of the compromise heel, the 14/8 
on recreation and informal dress shoes 
—this heel being of leather. 





Competition Predicted 
With English Shoemen 


Brockton, Mass.—Back from a tour 
of shoe stores which took him out to 
the Pacific Coast, Frank S. Farnum, 
president of the Churchill & Alden Co., 
ints to the increasing number of 
nglish-made shoes being sold, Sage 
ularly in Western cities. On trip 
he noted some stores which are selling 
foreign-made footwear only. He be- 
lieves that American workmanship is 


shoes have a style that 

















bat says, also, that the Eng- 
spat 
creates demand. 








New England Wholesalers 


Elect Byron S. Watson 


; Boston, Mass.—At the annual meet- 
ing of the New England Shoe Whole- 
salers’ Association, held in Boston, 
Feb. 27, Byron S. Watson, of Greene, 
Anthony & Co., Providence, R. I., was 
elected president, suceeding M. P. Gad- 
dis, of Boston. This is the second time 
that Mr. Watson has been president of 
the association. Stanley M. Lane, of 
Lane Bros. Co., Boston, was chosen 
vice-president; and Thomas F. Ander- 
son, of Boston, secretary-treasurer. 
The executive committee is E. Walter 
Smith, of Worcester, and R. E. Am- 
brose, M. P. Gaddis and H. H. Lovelace, 
of Boston. Ralph B. Jones, of C. A. 
Goodnow Shoe Company, this city, 
was elected an honorary member of the 
association in recognition of his notable 
services to the wholesale shoe trade of 
the United States. 

The association voted unanimously to 
approve the request of shoe manufac- 
turers and wholesalers of the United 
States for a 25 per cent protective duty 
on footwear. Secretary Anderson made 
a report relative to the tariff hearing 
given the allied shoe and leather indus- 
tries in Washington, by the Ways and 
Means Committee, Feb. 21, stating that 
the case was presented by the various 
organizations represented in a very 
satisfactory way. 

There was a discussion of the return 
merchandise problem, and several other 
matters of interest to the wholesale 
shoe trade. 

Appropriate reference was made to 
the recent death of Henry F. Tapley, 
the veteran shoe wholesaler, who was 
one of the founders of the association, 
and for a number of years served as its 
treasurer. 


Edgar K. Woodrow Is 


Transferred to New York 


CINCINNATI OHI0.—Edgar K., Wood- 
row, of Cincinnati, for past three 
years handling the sales department 
of the Blaine-Thompson Advertising 
Agency of this city, has been trans- 
ferred to the New York office by Myer 
Lesser, president of the firm, and is 
now located at 321 West Forty-fourth 
£treet. 

Mr. Woodrow will have cha of the 
sales department in the New York of- 
fice and will svecialize in accounts for 
the shoe and kindred trades, with which 
he has been associated for many years. 
For twelve years Mr. Woodrow was in 
charge of the advertising of the Red 
Cross Shoe and later handled the ad- 
yertising of the Foot Saver Shoe. His 
transfer to New York will put him in 
close contact with the shoe trade in 
the Eastern district. 
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New Line of Style Welts 


MILWAUKEE, Wis.—A new line of 
style welts designed for young women 
will shortly be announced by the Chap- 
line-Mayer Shoe Co. of this city. These 
will be in the popular price class and 
will be marketed under the name of 
“Youthful Welts.” On Feb. 18 the 
company largely increased its produc- 
tion on its Arch Saver line, jumping 
from 600 to 1200 pairs per day. 


Arthur C. Heald Dead 


Long the Active Head of the Stetson 
Shoe Co. 


South WeyMmouTH, Mass.—Arthur 


C. Heald, to whose efforts are largely | 


due the success of the Stetson Shoe Co., 
died at his home here Feb. 27, follow- 
ing a prolonged illness. 

From 1900, when the Stetson Shoe 
Co. was incorporated, until late in 
1927, when he retired because of poor 
health, Mr. Heald had served ably as 
treasurer and general manager. He 
was born in South Weymouth, April 7, 
1861, and, after graduating from the 
Weymouth high school, entered the 
shoe manufacturing field as an em- 
ployee of Henry Beecher Reed of this 
town. Some six or seven years later, 
in 1885, he joined forces with Ezra H. 
Stetson and Wilbur H. Dyer. The 
three formed a partnership to manu- 
facture men’s high grade shoes and it 
was this partnership which, in 1900, 
was incorporated under the present 
name of the company, with Mr. Stet- 
son as president and with Mr. Heald 
as treasurer and general manager. 
This ition he continued to hold after 
Mr. Stetson’s death and the entrance 
into the business of -Mr. Heald’s two 
sons, Charles T. and Stanley Heald. 

Throughout his entire business ca- 
reer, Mr. Heald evinced a_ helpful 
interest in the welfare of the com- 
pany’s employees and in community 
affairs as well. He created the Em- 
ployee Stockholders Profit Sharing 
Plan, led several Liberty Loan drives 
during the war, was active in the de- 
liberations of the New England Shoe 
and Leather Association and served 
for some time, also, as president of 
Weymouth Trust Company. 

In addition to his two sons, who have 
conducted the affairs of the Stetson 
Shoe Co. since their father’s retire- 
ment. Mr. Heald is survived by his 
widow and two daughters—Mrs. Albert 
Vinal and Mrs. E. Thayer MacBride. 

The funeral, held Saturday, March 2, 
was attended by many prominent rep- 
resentatives of the shoe and leather 


industry. 


Big Demand for Elk 


Peasopy, Mass.—Production of elk 
here is up to a new high peak. Tanners 
are making it for sport shoes for men 
and women, and play and school shoes 
for children. Never before have they 
produced so much of this class of stock. 
So it looks like a big sport season 
ahead. Elk is really cowhide. There isn’t 
enough genuine elk in the country to 
produce a case of shoes. But the supply 
of cow hides suffices for the making of 
shoes for the millions. 








Fred Belyea Made Head 
of Crossett Shoe Co. 


Boston, Mass. 

—Directors of 

the Crossett Shoe 

Company an- 

nounce the elec- 

tion of Fred Bel- 

yea as president 

and general man- 

ager, effective at 

once. Mr. Belyea 

started as an of- 

fice boy with this 

nee muggle company 23 years 
Fred Belyea 


his way up to his present position as 
head of the business. 

During the lifetime of the late Lewis 
A. Crossett, founder of the business, 
Mr. Belyea enjoyed his confidence to 
the fullest extent and the rules which 
Mr. Belyea has laid down for the 
future conduct of the business show 
the influence of Mr. Crossett’s idealism 
with which was combined excellence of 
business judgment. 


Boot and Shoe Club 
Will Discuss Tariff 


Boston, Mass.—The Boston Boot and 
Shoe Club is to have a “Tariff Night” 
in connection with its monthly dinner, 
at Hotel Statler, this city, Wednesday, 
March 13. The club has made this 
timely plan in order that the members 
may enjoy a first-hand report of the 
recent hearings before the Ways and 
Means Committee, at Washington, on 
the hide, leather and shoe items. It is, 
of course, the outstanding matter of in- 
terest in the allied trades at this 
moment. 

President Horace R. Drinkwater will 
preside and open the discussion, and 
the principal speaker will be Charles 
H. Jones, president of the Common- 
wealth Shoe & Leather Company, whose 
advocacy of free hides during the past 
25 or 30 years had made him the 
recognized authority on this subject. 
Hon. Walter T. Creese, of Creese & 
Cook Company, will speak for the 
leather trade, and the boot and shoe 
industry will be represented by several 
prominent manufacturers. 

The 1930 Massachusetts Bay Ter- 
centenary celebration and the part that 
the New England shoe and leather in- 
dustry is expected to take in it will also 
be the subject of an address by Dr. 
Charles H. Bangs, of Swampscott, 
Mass. At this meeting officers and ex- 
ecutive committee of the club will be 
elected. 


To Close Branch Plant 


BrockToNn, Mass.—The Packard Car- 
ton Co. of this city has decided to close 
its Rockland branch factory April 1, 
according to announcement made by 
officers of the company. The Grove 
Street building in Rockland will be sold 
and the business of the company will 
be concentrated in the main plant at 
Campello. 


WHERE TO BUY 
Men’s Shoes 


os 





WOOD SOLE SHOES 


. H. RIEMER 
SHOE 5 
Manuf 


since 1887 








Milwaukee, Wihe.. 
U. S&S. A. 





ago and has 
steadily worked | 





If; STEADY PROFITABLE 
Cw. 


BUSINESS IS WANTED, SELL- 


, 
ne 


~— presse snes | es ¢ —— 
BION F-REYNOLDS CO™ BROCKTON MASS 


WHERE TO BUY 


Men’s & Women’s 
Slippers 





PARISTYLE FOOTWEAR MFQ@. CO., IN@ 
Factory and Salesrooms 
40-46 West 25th St.. New York City 
$27.00 per doz. and up 


Catales 
sont on 
request 


HIGH GRADE TURN MULES «sd D’ORSAT: 





Of the Better Grade 
For the Better Trade 





it. 
WM. SUMNER SMITH 
825 W. Moenres, Chicage 
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WHERE TO BUY 


Women’s Novelties 





Dainty style, good 
fit and wear. 
Write for circular. 


Samuel Cehen Shee Ceo. 
72 Lincoln St., Boston, 
Mass. 











BONDWAY 








PR ESS 
a 
D SHOE COMPANY. 182 Duane St. Now York 


WHERE TO BUY 
Wooden Beach Shoes 


V Bran S 


Quick Sellers ... These 
WOODEN 


Beach Sandals 


be SSS 














WHERE TO BUY 
Standard Shoe Materials 





























General Line Houses 
Not Quite So Busy 


St. Louis, Mo.—The meral line 
houses along Washington Avenue have 
experienced a slowness throughout the 
month with the result that shipments 
for February will fall behind those of 
a year ago. Orders also have not been 
as active as a year ago with one or 
two exceptions. A _ slowi up has 
been particularly noticeable in the 
popular priced novelty shoes, which it 
is believed will find a tremendous in- 
crease during March. 

Many merchants carried over patent 
leather shoes and the vogue for this 
leather, recently developed, has been 
beneficial to merchants in cleaning u 
their stocks of this material. A hig 
executive in one of the large com- 
panies said . 

“T’vye never seen a year in the shoe 
business when merchants cleaned u 
the stocks the first six months, whic 
didn’t result in a heavy buying season 
during the last six months.” 

Specialty houses, of course, are run- 
ning full and no serious complaint is 
being red. This also applies to 
the specialized units of the general 
line houses who have been running 
successfully during this season. 


Selby Starts Production 
of Children’s Shoes 


PortsMouTH, OHIO (UTPS) — The 
Selby Shoe Co. has p on the market 
a new line of arch preserver shoes, de- 
signed for children, ranging from little 
tots up to the — of 17 years. The 
new department is the result of two 
years’ experimental work, during which 
time company designers have been mak- 
ing investigations and planning a cor- 
rective shoe for children. Much of the 
work of inspecting the feet of tiny 
children was done in the homes of their 
parents. The result of these examina- 
tions went to the pattern makers and 
after many months a shoe was designed 
which includes the Arch-Preserver fea- 
tures, but which is especially adapted 
for children and misses. The soles of 
the shoes for the little children are sup- 
ported at the arch but with such a soft 
and flexible ball and toe that little feet 
will have plenty of room for growth. | 

The new line is made in three di- 
visions: The Kacks for tiny tots rang- 
ing from 5% to 8; the ild’s from 
8% to 12%, and the Misses from 12% 
to 3. 


Fight for Tariff 
Is Not Yet Ended 


MANCHESTER, N. H.— Local shoe 
men, with the cooperation of the local 
chamber of commerce, have launched 
a vigorous fight for a protective tariff 
for the shoe industry. The city had 
Fe meg oa at the recent hearings 

the Ways and Means Commit- 
tee in Washi m, and the industry 
is now joining in an edu 
try king a th AF -d - th 
are ma a thoroug! ie 
export and import situation, ba 
trade, and nt information 





Reynolds Moves Office 


Boston, Mass.—The Reynolds Com- 
any,: handling an extensive line of 
Coakies and shoe ornaments, has moved 
its Boston office to Room 535 of the 
Statler Office Building, Park Square, 
this city. The home office and factory 
of the company is in Providence, R. I. 


Manufacturers to Aid 


Convention Committee 


St. Louis, Mo—At the regular 
monthly meeting of the St. Louis Shoe 
Manufacturers Association, held Fri- 
day, Feb. 22, a committee was ap- 
pointed to cooperate with the local 1930 
N. S. R. A. convention committee. This 
group will serve as a contact commit- 
tee with local committees oflering their 
assistance in promoting the convention. 
The committee is as follows: Harry G. 
Johanson, J. T. Pedigo, O. M. James 
and Frank H. Mahler. 


St. Louis Reports Gain 
in Wholesale Business 


St. Louis, Mo.— Business in the 
wholesale district has shown a spurt 
during the past week—one large house 
reporting on increase in orders with 
one day producing more than two and 
one-half times as many orders as the 
same day a year ago. This bulge in 
the buying has been welcome as a lull 
has been apparent in practically all 
general line houses. 

The specialty houses are crowded 
with capacity business and every ef- 
fort is being made to get shoes through 
the plants in plenty of time for Easter 
selling. Watersna are reported as 
being sought by large operators, par- 
ticularly in e Northern sections, 
where the demand has been large. 


Union Shoe Company 
Elects New Officers 


BROCKTON, Mass.—The Union Shoe 
Co., at its annual nee, held here, 
added the name of Peter chunas to 
its board of directors. Mr. Wychunas, 
a prominent coal dealer, formerly was 
financially interested in the Standard 
Shoe Co. which recently was absorbed 
by the Union company. Officers of the 
company now are: Dr. James Alfred, 
president; Peter Wychunas, vice-presi- 
dent and assistant treasurer; Robert 
Leaviett, treasurer; and James Leroy 
Alfred, clerk. The company reported 
least year’s business set a new record, 
12 per cent above any previous year’s 
output. The plant now is operating to 
capacity after an increase of 15 dozen 
pairs daily, and the limit of the factory 
in manufacturing has been reached. 


McCain-Wright, Inc. 
Opens New Offices 


St. Louis, Mo.—McCain-Wright, Inc., 
have o d new offices in the Ambas- 
sador Theater Building. This organi- 
zation operates 12 shoe departments in 
and around St. Louis. 
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Learning to Be Merchants 


WHERE TO BUY 
Ballet Slippers 





Black Kid 


BALLET SLIPPERS 


Made on Right and Left Lasts 
.Miss. Childs 


Wom 
600— Grade) 1. Ky 1.40 1.35 
609— sas 1.30 1.25 1.20 


Coast Prices sughtly Higher 
BROOKS SHOE 
MFG. CO. 
Philedelphia— 
1725 No. 6th 8&t. 
Los Angeles—1162 So. Hill St. 








HAND TURNED, BLACK KID 


BALLET SLIPPERS 
IN STOCK 


Women’s, $1.35; Misses’, $1.80; Children’s, 
$1.25. Mail orders promptly attended to 


Send for Samples 
ROTH & ROSENBERG SHOE CO. 


M urers 
124 N. 3rd St., Philadelphia 











A resident training school for shoe men, known as the Scholl 
Orthopedic Training School, has been opened by the Scholl Man- 
ufacturing Co., at 1821 North Clark Street, Chicago. Dr. Wil- 
liam M. Scholl heads the faculty and has laid out a full two- 
weeks course, embracing the following subjects: 

Anatomy of foot and leg; study of normal and abnormal feet; 
correction of abnormal feet; shoe fitting, including last construc- 
tion; measurements, sizes and shapes; materials used in shoe 
manufacture; store management; buying of merchandise; win- 
dow trimming and show card writing; salesmanship and selling 
policies; advertising and advertising policies; merchandise and 
merchandising policies; sales promotion; increasing the trade 
area; how to arrange and keep stock; how to overcome compe- 
tition; how to turn requests for small items into larger sales; 
how to sell more than one pair of shoes to a customer; how to 
get new customers; how to make yours the outstanding store in 
the community; how to increase sales volume; how to make ser- 
vice the mainstay of your business; and how to increase your 
net profits. 

Class room work begins at 8 o’clock in the morning and con- 
tinues until 5 p. m. 





Black Bal- 
lippers 


Ohild’s $1.15 pr. 


=< SHOE ©O., INC, 
47 Duane &t., 
dew York, N. Y¥. 











WHERE TO BUY 
Slipper Supplies 


POMPOMS AND ROSETTES 
The right merchandise at the right price. 


Bamples sont on . 
HY-GRADE SLIPPER SUPPLY OO. 








George Mahon Dead 


RICHMOND, Va. (UTPS) -— George 
Mahon, 58, assistant to the president of 
Craddock-Terry Company, died at a 
Lynchburg, Va., hospital, Feb. 26, as 
the result of what friends said was a 
self-inflicted bullet wound in the temple. 

The cause for Mr. Mahon’s act was 
attributed by friends as due to nervous 
disorders, from which he suffered for 
the past six months. 

He was born in Brooklyn, N. Y., 
Nov. 24, 1870, and was the son of 
George C. and Annie G. Mahon, who 
survive him. Mr. Mahon came to 
Lynchburg about twenty years ago. 

Mr. Mahon left Lynchburg in #7916, 
locating in Chicago for seven years. He 
returned to Lynchburg about three 
years ago to take the position with 
Craddock-Terry, which he held at the 
time of his death. 

Mr. Mahon was also a member of the 
board of directors of the shoe company. 





Merchandise Show to Be 
Held in Atlantic City 


ATLANTIC City, N. J.—The first na- 
tional merchandising exposition in the 
history of the United States—described 
officially as the “American Fair”—will 
be held this year from Aug. 3 to 26 
inclusive, in the new Atlantic City Au- 
ditorium, the largest building of its 
kind in the world, it was announced 
recently in New York Cit by United 
States Senator Walter E. of New 
Jersey, Governor Morgan R. Larson of 
New Jersey, and Anthony M. Ruffu, 
Jr., Mayor of Atlantic City. 

Mayor Ruffu explained that the object 
of the American Fair which will be 
held annually, is to provide manufac- 
turers with a new medium for promo- 
tional and merchandising activities. It 
will be, he said, an exhibit of nation- 
ally-known American products. 











688 Broadway New York Oity 





WHERE TO BUY 


Store Fixtures 


NEW GOO IWIN < A] 


2 } 
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Golfer Goold Featured in Sports’ Program 


F. E. Goold, retail shoe merchant, featured as “The Wild Golfer,” 
the recently held Littleton, 





P-S Southern Papers Please Copy 


F. E. Goold 


A Good Pince to Bay Good Shoes 
NEXT TO PREMIER THEATRE 











The ad, which recently occupied 

a double column of space in the 

local papers of a little New En- 

gland town, is a sample of the 

effective publicity used by F. E. 

Goold, live retail shoe merchant 
of Littleton, N. H. 


LittteTon, ‘N. H.—F. E. Goold, 
leading retail shoe merchant of this 
town, is a hole-in-one golfer. He made 
this record last summer at the Beth- 
lehem Country Club, winning second 
prize, and repeated on Jan. 20, last, 
during a day of spring-like weather at 
the Bethlehem course. Mr. Goold has 
sold footwear in this town for the past 
thirty years, and has made a big suc- 
cess of his business because he has 
taken a keen interest in the life of his 
community, and has studied carefully 
the buying trend of the public. He is 
one of the at outdoor sports, 
which this section of New Hampshire 
liberally promotes. As a result of his 
attention to sports’ shoes, he sells many 





in 
N. H., Carnival Parade 


of his orders. While he was on his an- 
nual “play-days” recently, “the folks 
back home,” just to show that they 
appreciate Mr. Goold’s fine cooperation 
with them, featured him in their latest 
winter carnival as “The Livest Thing 
in Town,” and then had a close-up of 
his part in the pageant sent to him at 
the hotel in “The Hub” where he was 
hibernating. 


Mrs. Morrill Dies 


Boston, Mass.—Mrs. Myra E. Mor- 
rill, wife of Charles W. Morrill, one of 
the best known of the shoe salesmen 
traveling out of Boston, and a promi- 
nent member of the National Shoe 
Travelers’ Association, died suddenly 
Feb. 28 at the home of her son in 
Winchester, Mass. In addition to her 
husband and her son, Charles William 
Morrill, she is survived by two sisters, 
Miss Caroline E. Goodwin, of Melrose, 
Mass., and Mrs. Nellie Batchelder, of 
Washington, D. C. Funeral services 
were held in a funeral home in Win- 
chester on March 2 and interment was 
in a vault at Wildwood Cemetery. 


New Canton Firm 


CANTON, OHIO (UTPS) — Papers 
have been filed with the secretary of 
State chartering Horton’s, Inc., with 
a capital of $10,000 to deal in a full 
line of shoes, boots and hosiery. In- 
corporators of the company are Harry 
M. Horton, B. E. Johnson and A. C. 
Schnell. 


J. H. Murphy a Manager 


Str. Paut, Minn. (UTPS)—John H. 
pares a 26 years of age, has been ap- 
pointed manager of the Newark store 
at 60 East Seventh Street. Although a 
young man, Mr. Murphy has been asso- 
ciated with the Newark line for several 
years, in St. Paul and elsewhere. For 
the last’ 18 months he has been in 
Minneapolis. 








QOut-of-Doors in the 
Window 


[CONTINUED FROM FAGE 50] 


mery.” It is the sort of thing that 
makes people feel glad to be alive be- 
cause it shows them that the time of 
outdoor sports and pleasures is at hand. 

Again, there can be a large map 
placed at the rear of the window, show- 
ing the principal outdoor activity 
points in and around the city. There 
can, for instance, be marks indicating 
the location of golf courses; other 
marks indicating the location of base- 
ball diamonds; other marks indicating 
the locale of tennis courts; lines show- 
ing the most interesting automobile 
trips in and around the territory. And 
so on. Then from each of the points 
thus indicated there can be ribbons 
leading to displays of shoes appropriate 
for use when engaging in such activi- 
ties. And, to make sure that all people 
who look at the display will get the 
point, there can be placards with the 
shoes telling about the activity repre- 
sented and giving the location of the 
indicated spots. Also, there can be a 
large placard in the window reading 
like this: 

“OUTDOOR TIME IS HERE 
AGAIN !—Enjoy It to the Fullest With 
the Right Sort of Shoes.” 

This, again, is the sort of a display 
that looks interesting and that, there- 
fore, attracts more than the usual 
amount of attention. 


Thirty Million Kids 
Want Sneakers 
[CONTINUED FROM PAGE 57] 


striction as to the amount of help one 
may receive. The number of words to 
be used is not stated—the judges will 
give preference, however, to the ad- 
vertisements of moderate length. Type 
or write plainly on one side of the 
paper only. Do not use pencil. State 
where the advertisement should be 
placed—newspaper, magazine or bill- 
board. July 30 is the date on which 
the contest closes. Anyone under 21 
years of age may enter the contest.” 
Pri were awarded to the winners 
in the children’s shoe department on 
a date specified. Some 7000 boys and 
girls participated in this canvas rubber- 
soled shoes’ sales promotion contest. 


Another Nisely Store 


CLEVELAND, OHIO (UTPS)—A new 
Nisely shoe store will be opened at 
1006 Euclid Avenue, Cleveland, Ohio, 
closely adjoining Cleveland’s busiest 
downtown corner and located in the 
heart of the shopping section. No def- 
inite date has been announced but it is 
expected to open about the middle of 
March. Tom Lyons, who has managed 
the Nisely Cincinnati store,. will be 
transferred to Cleveland te take charge 
of the new salesroom. 
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ENNA JETTICK 


SHOES FOR WOMEN 
IN STOCK 


AAAA to EEE AGNES 


Stocked in Patent, French Beige, Pocket 
Sizes 1 to 12 Calf and’ Black Satin. 


ENNA 
JETTICKS 
FAYETTE 


Stocked in Black Kid, Brown Kid, Pat- Can be Profitably 


RETAILED for $5 to $6 


Our slogan to the woman is “You 
Need No Longer Be Told That You 
Have an Expensive Foot.” 





LOIS 


gs i _ DUNN & McCARTHY, Inc.—Auburn, N. Y. 




















You Can Have: Jhe 1929 
A Complete Leather Slipper Dept. MAID-RITE 


For An Investment $ Line Is Ready! 
of Less Than a « a . 250 ra MESS 


A complete department stocked with the very latest nationally 
advertised 1929 models in women’s, men’s, misses’ and children’s 
styles for just $235... . Leather Slippers are sold the year round in 
most successful shoe shops . . . there’s not a dollar of extra overhead 
needed to turn slipper sales into welcome profits. Your customers 


are all leather slipper buyers! Over MANES dune 
Will start your daily slipper sale profits. Thou- wy Xy — 


THE MAID-RITE sands of shoe dealers selected the splendid 


IPPER —a 2 this Son cane = bow of assort- 
TESTED SI ment as the very best les wi ich to start 
P your leather slipper | mn gs ut om life 
int ir present rtment. our slipper 

ASSORTMENT sales will grow right clong with your shoe suloe. 


Over 100,000,000 shoe and slipper users will read MAID-RITE 
adden advertising this year in SATURDAY EVENING POST 

... LADIES’ HOME JOURNAL ... PICTORIAL REVIEW MAID-RITE CORPORATION R& 
... HARPER’S BAZAR... and many other popular publications. Seoetinn ee. 


5000 successful SHOE DEALERS Gentlemen : 
YOU CAN’T have selected the MAID-RITE Without expense or obligation we 


would like to know your plan of mer- 


TESTED TRIAL order assortment chandising leather slippers at a minimum 


GO WRONG®e of Slippers! cost. 




















City 


Cash in on Maid-Rite publicity and the finest leather slipper line ever conceived. Buyer 
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Classified and Opportunities Department 
RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 80 Federal Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 


Otherwise insertion will be put over to the following week’s issue. 

Wheu advertisers desire answers to come in 

twelve words must be allowed for address. 

vertisers desires replies forwarded direct to their address 
each word of their address must be counted 


POSITIONS WANTED 

4c per word. Minimum Charge 75c. 
LINES WANTED 

4c per word. Minimum Charge 75c. 


ALL OTHERS vertisement and paid for accordingly. 


7c per word. Minimum Charge $1.25 


ALL DISPLAY SPACE 
Five dollars per inch. Allow 45 words to an inch 











SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN WANTED FOR 


Maine, New Hampshire, Vermont, Rhode Isl Cennecticut, E. Pennsylvania, W. Penn- 
syivania, New York State, Michigan (except ede lowa. 

to carry a low priced line of popular numbers of men’s dress and work shoes. (16 shoes). 
A real money ma MF such a line need apply. Commission $.%- Drawing allowed a 
RBALLY WANT a line need apply. Commission 5%. Drawing allowed sane a 
orders. Give rience and references in y. Will hold confidential (aby eo 
eare Boot and Shoe Recorder, 80 Federal St., Boston, =. 








REAL SALESMAN WANTED! CAN YOU QUALIFY? 


An old, well established Company, manufacturing Men’s Medium and High 
Grade shoes has an opening in the North Central territory. The lines are 
Styled Right, Priced Right and the Quality is conceded to have no superior 


Salesman Wanted 


We want experienced salesman 
(residing in territory and owning 
auto) for portions of Texas to sell 
our line of women’s novelties—in- 
stock—$4, $o, $6 retailers. 

Our line is favorably known and 
established in the territory. 


Please give full information 
and references with application. 


Mose Cohen Shoe Company 
Nashville, Tenn. 





in these grades 


to a proven 


Salesmen selected will have the benefit of thorough cooperation. 


This is no proposition for ‘ ‘job hunters” 
who is willing to work and receive satisfactory com- 


pensation in proportion to the results obtained. 

Give a complete summary of your experience in your first letter. 

(Our sales force has been advised of this advertisement.) 

ee yeorctsecineitaninee seme tend anes. im aaartudlaemer aaa 


but it does offer a real opportunity 




















Manufacturers Attention 


Manufacturers of men’s shoes retailing 
at 35.00 me er will show their mer- 
to Shoe 


pi ay! will com unicate with System 
comm 

Shoe Sto 1663 Penobscot 

Bidg., Detroit, Michigan. 








Manufacturers Attention 
Manufacturers of felts and house slip- 
Ts will show their merchandise to the 
ystem Shoe Stores, a group of 40 

in Detroit, at the Detroit- oe J — 


1663 
ing, Detroit, 














foll 
House, Sues pSetcment dome Sodas 


bers to a r carry America’s — = vaieee a 


ther sole D’orsa: oe as ee oe 


ae territo Six 
State fully te RINCESS,” 2 ” 29 W. I7th Street Street, 


New York Cig N 





RARE OPPORTUNITY—We are changing 
r he following states in 
: Arkansas and 


Nevada, 
= Louis. Want men to carry our line 
In Stock Leather House Slippers as side line. 
Must iive on territory and cover same close by 
= Give full particulars in first letter. No 
account. Weekly settlements against 
orders received. Twenty men now successfully 
selling line. Easiest ng commodity in shoe 
game today. Maid-Rite Coe. eetaacasere). 
3 York Se., Brooklyn, New York. 





ine now — d ref lies con- 
‘dential. Address D- 997. care Boot ‘and Shoe 
Recorder, 80 Federal St., Boston, Mass. 





Stopes Salesmen we have several territories 


pn with their first letter. Manolis Manu- 
facturing Company, 4248 No. Crawford Ave., 
Chicago. Illinois. 





SALESHEN to ng two samples of IN- 
TOCK specialty Health shoes for Hospital 
and +> 7 an dn in white and black kid. gg 
sition . Can mention some be 
no The Miller hoe Company, Cincinna 





SALESMAN WANTED to carry high grade 
line of children’s stitchdowns and growing 
girls’ welts in the states of Kansas and Mis- 
— Must live on P ei atl and travel by 


References with first letter 
SHOE MFG. COMPANY: Milwaukee, Wis- 
consin. 





pg agen poe’ WANTED to carry high grade 
ine of children’s stitchdowns and_ growing 
virle welts in the state of Tilinois. Must live 
on territory and travel by car. References with 
first _ letter. HELMHOLZ SHOE MFG. 
COMPANY, Milwaukee, Wisconsin. 


RESIDENT 7A. ING 
SALESMEN W ANTED 
ALL TERRITORIES 
MEN WITH FOLLOWING FOR 
CHAIN AND DEPARTMENT 
STORES 


MANUFACTURERS LINE OF 
NOVELTY AND BOUDOIR 
SLIPPERS 
LIVE WIRE MEN ONLY; ON 
COMMISSION BASIS 
CHARS. mr MAKE oer FOR 
L SALESM 
appenee. om bs a oy * one 

seTH 


i ti 239 ST... NE 
K CITY, N. v” 





Traveling Salesman 


To carry strong age | line of Shoe orna 
ments to the Shoe and Dept. Store trade 
as a side line, 10% commissions. Terri- 
tories open New England, South, Middle 
West. Submit references. Supreme 
Mfg. Co., 59 Peck St., vi- 
dence, R. 1. 








WANTED 


Shoe Salesmen to present successful sa. 
promotion = | to the Shoe Trade. wri 
not interfere with present position. No 
samples. Write for particulars. Address 
A-C-S, 999 Second Ave. W., Cedar 
Rapids, Iowa. 











AN unusual proposition is open to several 
men, cothmanding good trade and covering 
their territories closely. Also resident men in 
the larger cities, to carry a side line of an ex- 
slipper line, soft and hard soles, for 


settlements 
will qualify. 
r first | 
-3, Shoe Recorder, 239 
39th St., New York City, N. Y. 
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SALESMEN WANTED 


FOR SALE 


BUSINESS OPPORTUNITY 





Wan T salesmen with established trade. Side 
line infants’ peouies 8 —— turns and welts. 
mS Stock. Ten commission. Refer- 

Address Pe x ie a Boot and Shoe Re- 
pom 80 Federal St., Boston, Mass. 





WANTED—Energetic live wire young men, 
to carry as a side line in the states of 

Iowa and Minnesota, our 
well known line of Hapytoz children’s shoes. 
We maintain complete In Stock department 
and pay highest rate of commission. W. C. 
Goodger, Inc., Rochester, N. Y. 





WQWANTED-—Salesmen for all territories to 
carry .a complete line of attractive numbers 
of house slippers that can sold to volume 
buyers. Apply K. & K. Slipper Co., 233 
Powell St., Brooklyn, N. Y. 





RAVELING salesmen to carry side line of 

leather, satin and felt, soft and hard soled 
slippers, also stitchdown shoes. All territories. 
Libera] commissions, settlement monthly. Ref- 
erences first letter. Address B-6, care Boot 
and Shoe a. i 239 W. 39th St.. New 
York City, N. Y. 





SALESMEN WANTED to carry manufac- 
turer’s line of men’s, women’s and chil- 
dren’s soft sole leather slippers, similar to high 
rade lines made in Brooklyn, at popular prices. 
Territory open Middle West and South. Ex 
opportunity for salesmen with good 
y ~ me stores chain store following. 
Straight commission basis. Give all particulars 
in your first letter. Address B-10, care 
= Shoe Recorder. 80 Federal St., Boston, 
Mass. 





POSITION WANTED 


POSITION WANTED—Manager and buyer 
of wy - department. en years’ expe- 
rience. rthopedic fitter and excel- 
lent FAR, Ss. - Aprii ist. Reply to 
D1996, care Boot and Shoe Recorder, 80 Fed- 
eral St., Boston, Mass. 





SHOE, STORE FOR SALE—$12,000 stock, 
men’s, ladies’ and children’s shoes. Clean 
salable stock. An up-to-date new shoe repair- 
ing shop—in connection. Town of 5,000 popu- 
lation surrounded by a profitable farming val- 
ley all under irrigation, One of the richest 
valleys in the state. Can be made a paying 
business. Reason for selling, death of pro- 
prietor. Voegtle’s Shoe Store, Rocky Ford, 





SHOE STORE FOR SALE in New Jersey 
town of fifteen ion; estab- 
lished 18 years; “y good —_ "(retizing). 
Twenty-five miles from New York. Address 
B-8, care Boot and Shoe Recorder, 80 Federal 
St., Boston, Mass. 








TO LEASE 





T°? LEASE—Shoe section in leading general 
store in Wisconsin. College town popula- 
tion 4500. Very attractive proposition to live 
shoe man or chain store carrying medium 
riced shoes. Address B-12, 

hoe Recorder, 80 Federal St., 


care Boot and 
Boston, Mass. 





WANTED TO PURCHASE 





in buying children’s stitch- 
Address B-9, care Boot 


| NTERESTED 
80 Federal St. Boston, 


down shoe factory. 
and Shoe Recorder, 
Mass. 





TO BE SURE THAT YOU RECEIVE 


THE VERY HIGHEST PRICES 


(Estab. 40 years.) Cash transactions. 


Export Surplus Purchase Co., Inc. 


596 Broadway, New York, N. Y. 





postion WANTED as manager and buyer 
shoe store or department, fifteen 

years’ experience. Nine as manager and buyer, 

seven in di ~~ he: two at present place 

exclusive s A-1 reference can 
iven. Married Fant 38 years old. Address 
jm care ge Bost ond Shoe Recorder, 80 Fed- 

“9 Boston, ass. 





A youne | man with several years experience 

in the shoe as z foreman, 

inside and outside sales work and credit ad- 

ag desires position with reputable con- 

References. Address B-2, care Boot 

and “Shoe Recorder, 80 Federal 'St., Boston, 
ass. 








Beare Quarts. entire correspond- 
ence, credits checked thoroughly. Office 

manager. ‘olume of accounts. “+ gy 

experience. Excellent references. 

a Boot and Shoe Peggeder, 239 WwW. sok 
. New York City, N. Y. 





LINE WANTED 








WANTED: By a combination of 
three experienced salesmen, a connection 
with a Shoe Manufacturer who can fill 
the requirements of the big retail trade. 
Can finance ourselves and will give our 
entire time to the right manufacturer. 
Address D-994, care Boot & Shoe 
Recorder, 189 W. Madison St., 
Chicago, Ill. 











LINE of fadines and tennis goods for shoe 
stores at — trade. State of 5 an 
Address B re Boot and Shoe Recorder, 
239 W. och st. Tes York City, N. Y. 














HIGHEST CASH PRICES 
PAID 
oem sm oe ote 

Est. 1896. 


MAX GLAUBERG 
64 Lispenard St., New York Oity 
Canal 8014 














MERCHANTS’ NEED 








YOU CAN HAVE A BUSINESS PRO- 


= at ining in‘ ‘a few - “= 
‘or train openings everywhere 

all the trade ) zoe can tyne to. No capi- 
; no ncy or 


tal to buy; 
sehielting Ad Ad Stephenson \bora- 
tory, 21 Back Bay, Boston, 














Beautiful Window Displays— 
Low Cost 
Levine Display Studios 


Create, Construct and Install 
Shoe Window Displays 
Oomplete Sessentere Backgrounds at Rental 
ates 


Window Dressing by Experienced Men 
261 W. 42nd St., New York City 
Wisconsin 6659 

















yee): LADDERS 


‘MODERNIZE STORE 

To provide ad 
age facilities for 
—to make it accessible and 
convenient for clerks and 
stock men to die with 


uate stor- 
If stock 





— tread steps, full length 
an ips, rubber tires, 
overhead track system, firm 
construction throughout, 
eliminate vibration and 
ne and Ss a ladder of 
ample stren ior safety, 
convenience and efficiency. 
One style only—neat of de- 
sign—attractively finished— 
any height—easily installed 
—meets most requirements. 
Circular on request. 


mt FEMVERS & BRO.co. 














Milbradt 
Ladders 


Made for 40 years 
by the original in- 
ventors. 


Made in all _ styles 
to suit any shelving 
conditions, 


Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 














ASHLAND, O110. 
PUMPS-WATER SYSTEMS-HAY TOOLS- Doon nancensl 








FIXTURES 


SEGALLE SONS 


923 ARCH ST. 
PHILADELPHIA, PA. 
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Cincinnati Plants Close 
to New High Peaks 


CINCINNATI, OHIO — Production at 
shoe factories in this section is almost 
at a new high k as manufacturers 
are wie tting forth every effort to fill all 

aster orders so merchants will 

ve the footwear in time for Easter 

sales. Early Spring orders on hand 

will keep the machinery moving until 

the latter part of March, and some fac- 

tories will immediately jump to orders 
for later delivery. 

A fairly nice volume of late Spring 
and early Summer business is being 





booked and quite a few orders are still | 
coming in for April 1 delivery. White | 
kid is mentioned freely in the later or- | 
ders and lots of satin is being bought. | 








MERCHANTS’ NEEDS 





LABELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT DWENSIVE 
SAMPLES UPON REQuESI 


AMERICAS GREATEST 
SOE CARTON @& LASSL waree 


WOVEN, 


SHOE 
LABE LS 


OP A EZ = 


J rio 


°~MANENT MARK 


F.H.KLUGE 
WEAVING CO. 








Manfield Store Moving 


PHILADELPHIA, Pa. (UTPS)—Man- 
field & Sons, of 922 Chestnut Street, 
who sell high grade English shoes for 
both men and women in a very large 
establishment, are removing to 1629 
Chestnut Street as soon as the altera- 
tions now going on are completed. The 
new location is within the radius of the 
fashionable Rittenhouse Square dis- 
trict, toward which a great number of 
the high-class shops, such as Bonwit 
Teller & Co. have migrated 

A removal sale is now going on in 
the present shop. 


Fred Fenner Heads 
R. I. Shoe Retailers 


PROVIDENCE, R. I.—At the annual 
meeting of the Rhode Island State Re- 
tail Association, held Tuesday evening, 
March 6, at the Narragansett Hotel in 
Providence, Fred Fenner of Providence 
was elected president, David Barry of 
Pawtucket, secretary, and Col. Lafay- 
ette of Woonsocket, treasurer. Follow- 
ing the business meeting at five o’clock, 
the gathering of about 75 enjoyed a 
banquet. Retiring president Geo. F. 
Pierce officiated as presiding officer. 
The speaker of the evening was Ernest 
A. Burrill, educational advisor of the 
N. S. R. A., whose topic was “Three 
Important Phases of Modern Shoe Mer- 
chandising.” For an hour Mr. Burrill 
held his audience while he developed 
in his usual enthusiastic and practical 
manner the modern retail trends with 
some very definite selling su tions. 
He also outlined the spring plans for 
the Men’s Advertising Campaign. At 
the conclusion of his talk, the moving 
picture “Your Share of Pairs” was 
shown. An entertainment was given 
during and after the dinner. The com- 
mittee of arrangements was composed 
of Harold Ballou, Thomas Purvis and 
John Quinn. 


To Open Men’s Stores 


St. Louis, Mo—The Huette Shoe 
Co., located at 716 Olive Street, will 
close this store, transfer their ladies’ 
shoe department to their Sixth Street 
and Washington Avenue stores on 
March 31. They will open an exclusive 
men’s store at 710 Olive Street. A re- 
moval sale is being conducted until the 
store closes. 
















sell easily and 


samples 
write to 





12 Dancau St. - « 
Boston 


Beautiful Boudoir 
Slippers 


clusive shops sell Greeley Bou- 
doirs for this reason. None are 
made better or of finer 
materials. 
more style—few as much. 


Ask your wholesaler for 


A. W. GREELEY 


Haverhill, Mass. 
Street 


ws 
aS 


profitably. Ex- 


None have 


and prices—or 
us. 





Ma 
e < 








80 Federal Street, 


Burt’s Secures 
Winkelman Agency 


Boston, Mass.—Ray Ellis, merchan- 
dise manager of Burt’s, 17 West Street, 
this city, announces that this store has 
secured the exclusive Boston agency for 
Winkelman shoes. On Friday, March. 
1, at 9 a. m., the entire second floor of 
Burt’s was opened to the public for 
the exclusive sale of Winkelman mod- 
els. A four-column newspaper ad told 
the public about the new footwear 
salon. 

Among the new numbers presented 
on opening day was a modernistic two- 
sided slipper in watersnake, with 
“tricky” seam lines and trimming. 
This shoe was also shown in eight 
styleful combinations of materials; a 
purple kid pump occupied a prominent 
position in one of the windows. Prices 
featured in Burt’s Winkelman agency 
are $10 and $12. 


Ward Open in Columbus 


CoLuMBus, OHIO (UTPS) — With 
large shoe departments for both men 
and women, the Columbus store of 
Montgomery, Ward & Co., located at 
Third and Main Streets was opened 
March 2. The store is in a new build- 
ing which was rushed to completion 
for the opening. The women’s shoe de- 
partment is located on the first floor 
and the men’s department on the 
second floor. A large crowd visited the 
store at the opening date. 








MERCHANTS’ NEEDS 


| DISPLAY | DISPLAY 


| FIXTURES 


DISPLAY FIXTURE CO 


| OF EVERY t 
Keays 

j Send jor Catal la, 
{ } 


493 SEVENTH AVE- NEW YORK 











Going—Going 
The present edition of the Shoe and Leather 
Lexicon has been practically sold out and 


less than 100 copies are now for sale at 50 
cents each (cask. with order). 
We have not yet decided whether to print 


a new edition, but due notice will be given 
when a decision has been reached. 


Boot & Shoe Recorder Pub. Co. 


Boston, Mass. 
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The BACKBONE 
of the Shoe » » 


: pal as the spinal column sustains 
and gives firmness to the human 
frame, so too the Crawford Shank 


supports and strengthens the shoe. 






This Arch Supporting Shank em- 
bodies the combination of rigidity 
and flexibility. It is a resilient steel 
brace built into the shoe. A truss, riv- 
eted to the under side of the shank, 
keeps it in its original curved shape. 











United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 





The Crawford Nhank 


One end of the Crawford Shank @ 
is slotted and fitted around a split 








rivet so that it will slide back and 
forth as the weight of the body rosenit over. fo) 
is applied and removed from the Late oe souamreneer 






foot, yielding just enough, under PERCTION §e 
pressure, to accommodate the nat- 
ural flattening of the arch. When 
the foot is raised, it springs back 
into its original position. 


WT 






O/tniss 
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The Boot and Shoe Recorder | 4 "mg guide to 


BOOTS AND SHOES 


Air-O-Pedic Shoe Co., Boston, Mass 
Alden, C. H., Co., Abington, Mass 


Best-Ever Slipper Co., Inc., Brooklyn, N. Y. 77 
Blog Shoe Co., New York City 


Bond Shoe Co., New York City 


ln this Tssue— Brooks Shoe Mfg. Co., Philadelphia, Pa... 


} ed the _—_ of Way to a , Edwin, & Sons, Inc., E. Weymouth, 
Change of Co 


HANDLING THE CUSTOMER WHO 
By O. K. Johnson 


A Case Study in Customer Types. 
THE Voice oF THE RECORDER Opinions of the Editor 


Sun TAN CoLors GO OVER TEE 
Tor By George E. Gayou Davies Shoe Mfg. Co., Racive, Wis 


A Southwestern Survey. 
Dunn & McCarthy, Inc., Auburn, N. Y.... 


0. P.-I: (OTHER ‘PEOPLE’s IDEAS) .. ; 
More Money Making Tips. Dutmahetes, Gteniey Gheo Co. Clactanstl, 


Out or Doors IN THE WINDOW... 
Selling Shoes by Picturing Their 
Use. . Educator Shoe Corp., New York City 


In New Shop Edwards, J., & Co., Philadelphia, ~ 


Markup on Selling Price Rules at 
Foot Saver, New York, Store. Emerson Shoe Mfg. Co., Rockland, Mass.. 76 
Excelsior Shoe Co., Portsmouth, Ohio.... 


WHOoO’s WHO ON THE ROAD By Helen M. Haney 
News of the Travelers. 


SHoe MERCHANT NEws 
SHoe Marker NEws About Manufacturers 
OTHER Reauuan FEATURES. 


About Retailers Firestone Footwear Co., Boston, Mass.... 


Golo Slipper Co., New York City 
Goodrich, B. F., Rubber Co., Akron, Ohioc.. 
Greeley, A. W., Co., Haverhill, Mass 





GETTING MORE 
SHOES SOLD RIGHT Hamilton Brown Shoe Co., St. Louis, Mo.. 30 


THE Boot AND SHOE RECORDER PUBLISHING Co. 
80 FEDERAL STREET, BosToNn, Mass. 


EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, Treasurer Jefferson Import Co., Brooklyn, N. Y 


Vice-Presidents 
GEORGE W. R. HILL H. WALTER SCOTT 3 —- Gxetens & Shinkle Shoe Ce., rag 
ARTHUR D. ANDERSON 
Directors of the ration, in addition to 
the above-named odieers, are as follows: 
A. C, Pmarson Huex M. Bowman J Lape & Adler Co., Columbus, Ohio 
Owzn A. THOMAS CHARLES H. FuRBsR 
L. F. Durron 
[oe 
SUBSCRIPTION —— Maid Rite Slipper Co., Brooklyn, N. Y.... 81 
En ay ag mag Bn Ii eM crt Reema BA, $3.00 for a pene which udes 
aaeanet ‘ ee Se: Se eee oo) Muskin Shoe Co., Baltimore, Md 
FOREIGN SUBSORIPTION—The ms 
All subscriptions are payable in nce. Single copies 25 cents. 
Nettleton, A. E., Syracuse, N. Y 
4 request for change address must reach us at least thirty before the date hemue 
2 eS retake ‘fect. Duplcote copies cannot ‘be. tent to replace est andinsames 
fatlure to A your new address sure also to send us 
the old one, dholestng Uf pocetdle your dares Label from © recent Sepp. 
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NACext Week 


you will find 


in the 


Boot and Shoe 
Recorder 


HE open shank gives a new free- 

dom to insteps. Are we in for 
the greatest open shank season ever? 
The eye of fashion goes to the ankles 
in women’s shoes. The knee cover- 
ing skirt is here for evening wear 
and eventually will arrive in every- 
(lay wear. 

Meanwhile, pity the millinery busi- 
ness. Tight fitting felt hats are out 
and cheap bandana handkerchiefs 
will be in this summer. Women will 
spend less for hair bobbing and 
millinery, leaving more money for 
pretty footwear. We are in for a 
battle of color in April, May and 
June, for the footwear buying im- 
pulse of women accelerates in these 
months. Sandal-time, too, is given 
its best presentation in this issue. 


* * * 


ODERNISM in merchandising 

is here to stay. Millions of 
dollars are being spent in bringing 
stores up to the moment. Don’t go 
wild in the designing of your store. 
Remember there is a method in this 
new madness. The modern angles, 
metals and wood veneers are now 
being brought under the control of 
common sense, and they can be made 
a very valuable aid to the better 
presentation of shoes. 
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Shoes on this page 
by 
The Capitol Shoemakers 
of St. Louis 
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Vashiouahle footwear on a Sig foundation 


To E Capitol Shoemakers of St. Louis have selected 
Hates MIDDLESOLE as the most dependable foun- 
dation upon which to build their fashionable footwear 
creations. INVISIBLE MIDDLESOLE means a damp-proof, 
squeakless sole with longer wear and greater comfort. 


Specify INvisiBLE MIDDLESOLE in your next order [ 
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